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How  Malawi,  Africa,  captured 
Albany,  N.Y.,  during  the  war 

in  Iraq. 
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For  many  Americans,  the  Iraq  war  overshad¬ 
owed  the  U.S.  proposal  to  send  $15  billion  to 
fight  HIV/AIDS  in  sub-Saharan  Africa.  While 
hundreds  of  journalists  covered  the  war,  the 
Albany  Times  Union  focused  on  the  less  publi¬ 
cized  but  even  more  deadly  battle  against 
disease  and  poverty.  In  "Fourth  World/Our 
World,”  Reporter  Paul  Grondahl  and 
Photographer  Steve  Jacobs  told  the  life-and- 


death  struggle  of  one  of  the  world’s  poorest 
nations.  Just  as  important  as  the  dispatches 
from  Africa  were  stories  from  the  Albany 
area,  revealing  the  efforts  of  local  people  to 
combat  the  pandemic.  The  Times  Union 
brought  an  important  international  story 
home  to  readers  in  an  extraordinary  way.  It 
typifies  Hearst  Newspapers’  continuing  com¬ 
mitment  to  deliver  excellence  every  day. 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 
j  Advance  Internet  is  advancing  the  notion  of  citi- 
'  zen  blogs.  Find  out  why  and  how  it  could  affect 
online  journalism  (“Stop  the  Presses,”  Oct.  15). 

I  ...  While  large  publishers  introduce  new  youth 
I  newspapers,  a  handful  of  nonprofits  --  written  by  : 
!  youth,  for  youth  -  are  continuing  to  do  their  I 
!  thing  (“Headlines,”  Oct.  17). . . .  Reporters  fight-  | 
I  ing  off  a  subpoena  in  case  of  former  government  I 
scientist  Wen  Ho  Lee  may  have  a  tough  time  de¬ 
fending  themselves  (“Headlines.”  Oct.  16). . . . 

There  were  no  nudes  in  The  Hew  York  Times  real 
estate  section,  but  a  writer's  embarassing  note  I 
!  on  the  topic  somehow  slipped  through  (“Head-  i 
!  lines,”  Oct.  16).  Plus  a  new  Photo  of  the  Week. 


LETTERS 


THIlEETACOnNOAeOO-RITO 

Both  you  and  your  reporter  are 
three  tacos  short!  The  arrogance 
of  Nat  Hentoff  is  astounding 
(“Getting  it  right,”  Oct.  6,  p.  22).  So 
Hentoff  is  suggesting  journalists  like  him 
educate  the  American  people  as  to  the 
First  Amendment?  He  even  suggests  that 
some  “poll”  (trust  them  all,  does  he?)  has 
come  up  with  the  impossible  idea  that 
Americans  believe  the  press  has  too  much 
freedom. 

What  he  does  not  men¬ 
tion  is  that  this  month,  in 
California,  the  American 
people  staged  a  revolution, 
without  a  shot  being  fired. 

It  disregarded  the  media 
everywhere,  discounting 
the  usual  lies  about 
Arnold  being  “a  Hitler 
lover”  and  an  “insatiable 
womanizer.”  The  Ameri¬ 
can  people  threw  out 
Gray  Davis,  who  had  been 
robbing  them  blind,  taxing 
them  to  death  and,  in  the  dark  of  night, 
signing  new  bills  that  would  gobble  them 
up,  filled  with  the  muck  the  newspapers 
have  been  sending  out  for  years. 

Hentoff  even  wants  journalists  (like 
himself???)  to  go  into  our  schools  and 
“educate”  our  children  as  to  what  the 
First  Amendment  stands  for.  The  end 
result  of  your  publishing  such  jabber- 
wock  is  as  bad  if  not  worse  than  the 
tilted,  skewed  Nat  Hentoff  article  itself. 
You  guys  should  take  more  pains  to 
recognize  what  such  a  revolution  might 
mean  to  the  sleaze  performers  tossing 
out  muck  like  this.  You  are  the  ones  with 


lessons  to  learn,  but  I  fear  cement  has 
been  systematically  poured  between 
your  ears  for  years. 

— KAROLYN  MARTIN 

Dallas,  Texas 

PUMP  IT  UP.  READER  UR6ES 

JVE  BEEN  A  SUBSCRIBER  SINCE  1970 
and  look  forward  to  reading 
Editor  y  Publisher  every  week.  In 
the  past  year  or  two  a  lot  of  things  have 
been  cut  out  of  the  pub¬ 
lication,  so  I’m  glad  to 
see  (“Next  year’s  model,” 
Sept.  22,  p.34)  that  you 
are  going  to  expanded 
monthly  publication.  I’d 
like  to  see  more  on  “Peo¬ 
ple  in  the  News”  and  the 
return  of  the  obituary 
pages  as  I  would  like  to 
keep  up  on  what’s  hap¬ 
pening  to  old  friends  in 
the  publishing  business, 
which  I  have  been  a  part 
of  for  the  past  49  years. 
Thanks  and  best  of  luck  on  the  new 
monthly  publication. 

—RICHARD  BRUCHS,  CEO 
ADMARK  PRINTING  INC. 
Brookville,  Ohio 

CORRKC  nON 

The  Oct.  13  story  “Big  Chain-ges  for  Lati¬ 
no  Newspapers”  incorrectly  stated  that 
Belo  Corp.  had  begun  a  Spanish-lan- 
guage  daily  near  Palm  Springs,  Ca.  Belo’s 
Pres.'i-Enterprise  Co.  on  Oct.  10  launched 
an  extension  of  its  free  Spanish-language 
weekly  La  Prensa  into  the  Coachella  Val¬ 
ley  area  under  the  name  El  D. 


LETTERS 

E&P  welcomes  letters. 
E-mail  to  lctters@  edi- 
torandpublisher.com, 
fax  to  (646)  654-5370,  or 
write  to  “Letters,”  Editor  & 
Publisher,  770  Broadxvay, 
New  York,  NY 10003. 
Please  include  name,  title, 
location,  and  e-mail  ad¬ 
dress.  Letters  may  be  edited 
for  all  the  usual  reasons. 


- -  50  YEARS  AGO  -- 

NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 


OCTOBER  17,  1953: 

A  "cooler"  policy  of  headline  and 
news  presentation  by  American 
newspapers  when  dealing  with 
foreign  affairs  was  advocated  by 
Toledo  Blade  co-publisher  Paul 


Block,  Jr,  who  said  he  saw  signs 
of  a  “yellow  radio”  trend  in 
reporting  by  some  newscasters. 

R.M.  Briggs  and  D.L.  Hoggatt 
suspended  publication  of  the 


113-year-old  Shelby  County 
Leader  this  week.  The  Illinois 
weekly's  publishers  complained 
it  was  impossible  to  stay  in  busi¬ 
ness  “when  you  give  away  $2,000 
or  $3,000  worth  of  papers  a  year.” 
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We  couldn’t  have  said  it 
better  ourselves. 
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Most  of  the  eight 
public  newspa¬ 
per  companies  report¬ 
ing  third-quarter 
earnings  last  week 
showed  month-to- 
month  ad  revenue 
improvement.  The 
ability  of  the  recovery 
to  generate  job 
growth  remains  un¬ 
clear,  though. 

Retail  advertising 
ticked  up  and  help- 
wanted  declines  con¬ 
tinued  to  narrow  in 
the  quarter,  although 
higher  newsprint 
prices  and  other  costs 
cut  into  profits.“l 
think  the  help-wanted 
for  most  companies 
has  really  bottomed,” 
said  Ken  Berents,  an 
analyst  with  Goldman 
Sachs  Asset  Manage¬ 
ment.  “Now  it’s  a 
question  of  how 
strong  it'll  be.” 

Publishers  were  en¬ 
couraged  by  positive 
comments  from  re¬ 
tailers  on  fourth-quar¬ 
ter  expectations,  and 
the  creation  of  tem¬ 
porary  jobs  in  Sep¬ 
tember.  “We're 
projecting  job  cre¬ 
ation  to  really  turn  in 
the  first  quarter  of 


New  York’s  Village  Voice  Media,  few  investment 
firms  have  bought  into  newspaper  companies;  usual¬ 
ly  they  balk  at  the  prices. 

‘The  multiples  are  pretty  tough  to  make  good 
financial  deals  on,”  said  broker  John  T.  Cribb  of  Cribb 
&  Associates,  in  Bozeman,  Mont.  “These  players  typi¬ 
cally  like  four,  six,  eight  times  EBITDA.” 

But  observers  note  that  such  firms’  interest  in 
newspapers,  with  their  steady  returns,  has  never  been 
higher,  and  believe  the  Freedom  case  could  spur  even 
more.  “It  does  show  some  of  these  private  equity  in¬ 
vestors  are  awakening  to  the  value  of  media  proper¬ 
ties,”  said  the  analyst  John  Morton,  president  of 

a  Morton  Research  Inc.,  Silver 
Spring,  Md.  “Clearly  this  deal 
created  interest.  They’ve  seen 
media  values  keep  going  up. 
They  might  see  an  opportunity' 
to  cash  in  for  a  big  return.” 

The  deal  for  the  Irv'ine,  Calif.- 
based  parent  of  the  Santa  Ana, 
Calif,  Orange  County  Register, 
plus  27  other  dailies  and  eight  TV  sta- 
tions,  valued  at  $1.72  billion,  repre- 
sents  a  “family-haircut  value,”  as  one 
stock  analyst  put  it,  an  attempt  to  sat- 
isly  shareholders  who  plan  to  stay  in 
as  well  as  sell.  But  the  spumed  offers 
y  for  the  big  newspaper  company  — 

I  Gannett  Co.  Inc.  and  MediaNews 
Group  Inc.  together  bid  $1.83  billion, 
representing  14  times  cash  flow  — 
can  be  taken  as  something  of  an  ego 
boost  for  an  industry  suffering  from 
circulation  woes  and  ad  bumpiness 
these  days. 

It’s  tme  that  the  Freedom  recap 


The  big  deal  turned  into  a  family 
affair,  but  revealed  surprising  new 
interest  from  private  equity  firms 


BY  LUCIA  MOSES 

To  THE  DISAPPOINTMENT  OF  WOULD-BE  BUY- 

ers  and  brokers  of  newspapers,  the  sale  of 
Freedom  Communications  Inc.  turned  out  to 
be  the  non-event  of  the  year.  But  considering  the 
deal’s  symbolic  implications  —  about  the  inherent 
value  of  newspapers  and,  within  that,  of  family  own¬ 
ership  —  the  news  sent  a  positive  message  as  well. 

Along  wTth  numerous  media  companies  who 
participated  in  the  seven-month  auction  process. 
Freedom  drew  unprecedented  interest  from  private 
equity  firms,  and  the  board  ultimately  signed  an 

agreement  to  work  with  _ 

two  such  firms  to  give 

liquidity  to  shareholders 

wanting  to  cash  out.  “It’s 

certainly  unusual  to  see  ^ 

private  equity  firms  in- 

vesting  in  newspapers, 

and  I  think  that’s  a  good 

thing  for  the  industiy,”  ^  v,. 

said  Kevin  Lavalla,  man- 

aging  director  at  the  Jor-  j 

dan,  Edmiston  Group  mi^ 

Inc.  in  New  York.  With  j 

the  exceptions  of  Liberty 

Group  Publishing  and  ‘ 


Tim  Holies,  top,  grandson 
of  Freedom  founder  R.C. 
Holies,  started  it  ail 
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Our  experience  with  the  media  industry 
is  an  advantage  few  can  broadcast  or  publish. 


KeyBank 

Ott. 


We  were  involved  in  the  success  of  newspapers  in  the  1 920s,  the  rise 
of  broadcast  stations  in  the  1940s  and  1950s,  and  the  expansion  of 
cable  television  in  the  1970s.  Today,  KeyBank  stands  ready  as  ever 
to  serve  as  your  trusted  financial  advisor. 

Our  Media  and  Telecommunications  Group  has  the  long-term 
perspective  and  acquisition  expertise  to  structure  the  best  possible 
deal  for  you.  Our  more  than  60  years  of  experience  counseling 
broadcast  and  publishing  companies  means  we  understand  the 
intricacies  of  your  industry.  We’ll  work  discreetly  with  you  to  help  you 
build  value  to  grow  your  business. 

The  Solution  is  Key. 

For  more  information,  contact  Kathleen  Mayher  at  1  -800-523-7248 
ext.  45787  or  visit  us  at  www.Key.com/media. 


Media  and  Teleconnnnunications  Group 


Achieve  anything. 


The  Solution  is  Key  is  a  federally  registered  service  mark  of  KeyCorp. 
KeyBank  is  a  Member  FDIC. 


E  &  P  NEWS 


2004,"  Tribune  Co. 
President  and  CEO 
Dennis  FitzSimons 
said  during  a  confer¬ 
ence  call  with  ana¬ 
lysts.  Knight  Ridder 
also  pointed  to  strong 
fourth-quarter  sched¬ 
ules  from  two  auto 
makers  as  a  reason 
for  optimism. 

—  LUCIA  MOSES 

YOUTH  MUST 
UESERVEO 

Two  years  after 
releasing  its 
Impact  study  of  over¬ 
all  readership  behav¬ 
ior,  the  Readership 
Institute  at  North¬ 
western  University’s 
Media  Management 
Center  is  about  to 
look  at  what  drives 
young  adult  readers, 
especially  those  of 
color.  The  project  will 
first  look  at  52  papers 
and  seek  to  identify 
what  drives  reader- 
ship  among  those 
young  adults  and  de¬ 
velop  innovations 
with  papers  to  test 
with  target  readers. 
Initial  results  are  due 
out  in  April. 

—  LUCIA  MOSES 

STILE  FlUATIHU 
IHSAETEAKE 

Former  McCarthey 
family  owners  of 
The  Salt  Lake  Tribune 
are  expected  to  take 
what's  left  of  their  3- 
year-old  case  contest¬ 
ing  the  Salt  Lake  City 
paper’s  ownership  to 
a  federal  appeals 
court  after  a  federal 
judge  in  Utah  last 
week  canceled  a 
November  trial. 

—  LUCIA  MOSES 


plan  (still  to  be  approved  by  shareholders)  would  add 
to  its  debt  burden.  And  it  could  lead  to  another  sale 
exploration  process  when  the  investors  decide  to  cash 
out,  which  typically  happens  in  less  than  10  years. 
Even  so,  its  decision  to  forego  a  higher  offer  and  keep 
the  company  in  the  family  (descendants  of  libertarian 
founder  R.C.  Hoiles)gave  cheer  to  other  family 
newspaper  operators  who  followed  the  drama  over 
the  past  year. 

Dave  Lord,  president  of  Pioneer  Newspapers  in 


Seattle,  said  that  for  owners  who  had  assumed  selling 
was  the  only  option  if  some  of  their  relatives  wanted 
out,  the  Freedom  decision  shows  “that  they  can  get 
creative  in  their  recapitalization  efforts  to  preserve 
family  ownership.” 

While  people  looking  to  sell  still  look  at  many  fac¬ 
tors  in  choosing  the  right  buyer,  said  fourth-genera¬ 
tion  family  newspaper  publisher  Irving  E.  “Chip” 
Rogers  III  of  the  Lawrence,  Mass.,  Eagle-Tribune, 
“maybe  this  will  start  a  trend.”  ® 


But  two  sides  hammer  out  new  contract 

Health  at  issue  in  Detroit  tleal 


BY  MARK 
FITZGERALD 

CHICAGO 

FTER  2,500 
union  workers 
walked  off  their 
jobs  at  the  Detroit  Free 
Press  and  The  Detroit 
News  on  July  13, 1995,  it 
took  1,982  days  before 
members  ratified  new 
contracts  to  end  the  bit¬ 
ter  and  occasionally  vio¬ 
lent  dispute. 

Last  week,  the  four 
unions  (representing  a 
workforce  that  has 
shrunk  to  1,500)  over¬ 
whelmingly  ratified 
new  contracts  with  the 
dailies  nearly  three 
months  before  the  old 
pacts  would  have  ex¬ 
pired.  The  contracts 
with  Detroit  Newspa¬ 
pers,  the  joint  operating 
agency  for  Knight  Rid- 
der’s  Free  Press  and  Gan- 
nett’s  News,  were 
approved  by  margins  of 
about  three  to  one. 

Both  sides  say  they 
were  able  to  reach  agree¬ 
ments  so  early  for  two 
reasons:  Management 
pressure  to  control  rising 
health  insurance  costs, 
and  an  improving  labor 
climate.  “Both  sides  have 
worked  hard  to  develop 
some  long-term  rela¬ 
tionships  since  the 


strike,”  said  Tim  Kelle- 
her,  Detroit  Newspapers’ 
senior  vice  president  for 
labor  relations.  “We  have 
new  leaders,  and  lots  of 
new  employees.” 

Lou  Mleczko,  presi¬ 
dent  of  Newspaper 
Guild  Local  22  and 
chairman  of  the  umbrel¬ 
la  group  Metropolitan 
Council  of  Newspaper 
Unions  that  also  in¬ 
cludes  circulation  and 
production  workers,  said 
“it’s  a  far  better  relation¬ 
ship,  but  it’s  a  work  in 
progress,  and  we  still 
have  serious  and  ongo¬ 
ing  problems.” 

Health  insurance  has 
been  a  divisive  issue  in 
labor  negotiations  all 
over  the  country.  Nearly 
every  major  labor  action 
this  year  has  been  the  re¬ 
sult  of  runaway  health 


care  costs  and  employers 
attempts  “to  foist  those 
skvTocketing  costs  onto 
workers,”  AFL-CIO 
President  John  Sweeney 
said  last  Wednesday. 

The  new  Detroit  con¬ 
tract,  which  took  effect 
last  week  and  runs  until 
January  2007,  requires 
employees  for  the  first 
time  to  pay  for  part  of 
their  health  insurance. 
Employer  contributions 
to  health  insurance  for 
retirees  were  capped, 
and  new  employees  were 
made  ineligible  for  in¬ 
surance  after  retirement. 
“The  costs  were  just  sky¬ 
rocketing.  We’d  been 
seeing  increases  of  15% 
or  better  every  year,” 
Kelleher  said. 

Mleczko  said  unions 
reluctantly  recommend¬ 
ed  ratification  of  a  final 


oft'er  requiring  employ¬ 
ees  to  pay  fees  ranging 
up  to  $70  monthly  de¬ 
pending  on  their  salarv' 
and  health  plan.  “It  was 
clear  to  us  that  Knight 
Ridder  and  Gannett 
were  fully  prepared  to 
pull  this  offer  off  the 
table  immediately  and 
come  back  with  a  far 
more  onerous  one,” 
Mleczko  said. 

Under  the  new  De¬ 
troit  contract,  produc¬ 
tion  w'orkers  will  get 
2.75%  w'age  increases 
annually  during  the 
three  years  of  the  new- 
contract,  while  Free 
Press  editorial  employ¬ 
ees  will  receive  2%  an¬ 
nual  raises  plus  indi¬ 
vidual  merit  increases. 
News  employees  will  re¬ 
ceive  only  individual 
merit  increases.  ® 
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A  L  A  B  A  M  A 

Michael  Walton  is  the  new  circulation 
director  for  the  Montgomery  Advertiser. 
Walton  previously  served  as  circulation 
manager  for  The  Tennessean  of  Nashville. 

C  O  N  N  E  C  1  I  C  U  T 
Craig  Hester  has  joined  the  Norwich  Bul¬ 
letin  as  circulation  director.  Hester  has 
worked  as  direct-marketing  manager  for 
The  Arizona  Republic  in  Phoenix. 

N  E  W  \  C)  R  K 

A.  Gwyn  Williams  has  been  named  vice 
president  of  finance,  a  new  position,  for 
the  Newspaper  National  Network  LP. 

Charlotte  Hall,  Newsday’s  managing 
editor  and  vice  president,  has  been 
named  vice  president  for  planning, 
a  new  position.  Hall  will  work  with 
senior  management  to  develop  and 
coordinate  Newsday's  planning  and 
strategic  initiatives. 

()  H  lO 

Doug  Franklin  has  been  named  Cox  Ohio 
Publishing  president  and  publisher  of  the 
Dayton  Daily  News.  Franklin,  who  has 
been  with  Cox  Ohio  and  other  Cox  news¬ 
papers  in  a  number  of  roles  since  1977,  is 
currently  executive  vice  president  and 
general  manager  of  the  Dayton  Daily 
News  and  chief  operating  officer  of  Cox 
Ohio  Publishing. 

Brian  Cooper,  senior  vice  president  of  Cox 
Newspapers,  will  replace  Doug  Franklin 
as  chief  operating  officer  of  Cox  Ohio 
Publishing  and  general  manager  for  the 
Dayton  Daily  News.  Cooper  started  at  the 
newspaper  in  1984  as  assistant  controller 
of  Da>ion  Newspajjers. 

I  E  N  NESS  E  E 
Jay  Albrecht,  principal  owner  of  The 
Covington  Leader,  is  now'  .serv'ing  as  its 
publisher,  following  the  retirement  of 
longtime  publisher  George  T.  Whitley. 

TENNESSEE 

Greg  Lowe 

is  the  new  editor 
of  the  Marshall 
Gazette  /  Lewis- 
—  [  ^  burg  Tribune. 

Lowe  began  working  at  the 
Tribune  as  circulation  manager. 


BY  SHAWN  MOYNIHAN 
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OHIO 


Mary  Perkins 

Mary  Perkins  has  been  named  publisher 
of  The  Review  Times  in  Fostoria.  Perkins, 
45,  possesses  20  years  of  media  experi¬ 
ence.  For  the  past  four  years  she  has  been 
the  advertising  director  for  The  News- 
Messenger  in  Fremont.  Before  that, 
she  served  the  News-Messenger  as  adver¬ 
tising  sales  manager  and  classified 
advertising  manager.  Previously,  Perkins  was  also  an  advertis¬ 
ing  sales  representative  for  Tfie  Advertiser-Tribune  in  Tiffin, 
Ohio,  as  well  as  in  the  production  department  at  the  Bellevue 
Gazette.  She  replaces  Dean  Kieffer,  who  retired  Oct.  1. 


John  Philleo  has  been  named  editor  of 
The  Mountain  Press  in  Sevierville. 

T  E  X  A  S 

Karla  Deluca  has  been  named  editor  and 
publisher  of  The  Daily  Sentinel  in  Nacog¬ 
doches.  She  has  been  managing  editor  of 
the  Marshall  News  Me.ssenger  since  1999. 
DeLuca  succeeds  Gary  Borders,  who  is  now 
publisher  of  The  Lujkin  Daily  News. 

Sergio  Salinas  has  been  named  senior  vice 
president  of  advertising  for  the  San  Anto¬ 
nio  Express-News.  He  is  the  former  adver¬ 
tising  director  for  The  Daily  Oklahoman. 

V  1  R  t;  1  M  A 

James  H.  Hyatt  Jr.,  regional  vice  president 
for  Media  General  Publications  in  the 
Tri-Cities,  has  been  named  regional 
publisher  of  the  Bristol  Herald-Courier. 

W  ASHING  T  O  N 
Michael  Shepard  has  been  named  publisher 
of  the  Yakima  Herald-Republic.  Shepard 
was  publisher  of  the  Walla  Walla  Union- 
Bulletin.  He  replaces  Robert  Bickler,  the 
new  president  of  Portland  Newspapers. 


TEXAS 

Ana  Pecina 
Walker 

has  been  named 
editor  of  the 
LongT)iew  News- 
Journal.  She  previously  served 
as  the  JoumaTs  managing 
editor.  Walker,  the  paper’s  first 
Hispanic  editor,  has  been  with 
the  daily  for  13  years. 


Steve  Miller  has  been  named  publisher  of 
the  Daily  Record  in  Ellensburg.  Previous¬ 
ly,  Miller  was  managing  editor  at  the 
Idaho  State  Journal  in  Pocatello. 

Tom  Hinde  to  circulation  director  of  the 
Columbia  Basin  Herald  in  Moses  Lake, 
from  circulation  single  copy  manager  at 
the  Times  Leader  in  Wilkes-Barre,  Pa. 
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EDITORIAL 

1  W-Oll  SyMMIT? 

The  enemies  of  press  freedom  are  preparing  some  nasty  spam 
for  the  upcoming  World  Summit  on  the  Information  Society 


HEN  THE  Inter  Ameri- 
can  Press  Association 
(lAPA)  met  last  week  in 
Chicago,  it  wrestled  with 
the  many  issues  that  personally  concern 
Latin  American  newspaper  publishers, 
such  as  the  death  threats  that  are  all-too- 
frequently  carried  out  against  their  re¬ 
porters.  Yet,  again  and  again,  the  lAPA 
meeting  returned  to  an  issue  that  at  first 
blush  seems  remote  from  the  quotidian 
concerns  of  Latin  American  publishers 
and  editors:  the  World  Summit  on  the  In¬ 
formation  Society  (WSIS) 
that  convenes  in  Geneva 
Dec.  10  to  12. 

lAPA  officials  peppered 
speeches  with  warnings 
about  the  event,  and  the 
group  unanimously  passed 
a  resolution  expressing 
grave  doubts  about  the  in¬ 
tentions  of  many  summit 
participants. 

Why  all  this  fuss  about  yet  another 
United  Nations  chat  fest?  Because  Latin 
American  journalists  have  learned 
through  long  and  bitter  experience  that 
the  obtuse  blather  issued  at  these  interna¬ 
tional  jaw-jaws  is  often  used  by  their  gov¬ 
ernments  back  home  to  justify  censoring 
and  closing  newspapers  and  fining  or  im¬ 
prisoning  journalists.  And  that,  Latin 
newspapers  fear,  is  what  may  be  in  store 
for  them  in  Geneva. 

The  summit  has  the  noble  purpose  of 
eliminating  the  so-called  “digital  divide” 
between  rich  and  poor  nations.  But  in  the 
preparatory  meetings  for  the  summit,  nu¬ 
merous  governments  have  used  this  goal 
to  slip  in  restrictions  on  the  free  flow  of  in¬ 


formation  on  the  Web.  Cuba,  for  instance, 
has  tried  to  insert  language  that  would  en¬ 
courage  government  “screening  of  private 
media. 

The  problem  is,  the  WSIS  allows  185 
UN  members  a  shot  at  regulating  the  In¬ 
ternet,  and  authoritarian  nations  such  as 
China— which  keeps  its  Web  users  inside  a 
Great  Firewall— are  not  shy  about  trying  to 
impose  their  censorious  standards  on  the 
world  at  large.  It  cannot  be  taken  as  a 
good  sign  that  this  whole  summit  process 
will  wind  up  in  2005  with  a  declaration 
and  “action  plan”  issued 
from  Tunisia,  where 
Zouhair  Yahyaoui  lan¬ 
guishes  in  jail  after  being 
arrested  and  tortured  by 
special  Interior  Ministry 
police  last  year  because 
his  news  Web  site 
TUNeZINE  made  fun  of 
President  Zine  el-Abidine 
Ben  Ali. 

There  is  some  good  new’s  about  the 
WSIS.  The  United  States  is  taking  the  po¬ 
sition  that  the  Internet  must  be  allowed  to 
operate  under  the  same  free  press  and 
free  speech  principles  as  any  other  media. 
And  in  a  high-level  preparatory  meeting  in 
Paris  last  week,  ministers  finally  adopted 
language  that’s  been  missing  from  previ¬ 
ous  working  papers:  a  declaration  that 
WSIS  standards  must  include  press  free¬ 
dom  and  universal  access  to  news  and  in¬ 
formation. 

The  enemies  of  liberty,  however,  are 
nothing  if  not  persistent.  Like  their  Latin 
American  counterparts,  U.S.  newspapers 
must  remain  alert  to  the  dangers  this  sum¬ 
mit  could  impose  on  world  press  freedom. 


The  Internet 
should  operate 
under  the  same 
free  speech  and 
press  principles 
as  other  media. 
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Would  new 


Mary  Jacobus  of  Fort  Wayne  (Ind.) 

Newspapers  heads  an  ABC  sub¬ 
committee:  advertisers  and  papers 
are  on  a  “fact-finding  mission” 


ruieti 

requiring  SR 
circulation 
reports  for 
every  day  of 
the  week  X 
help  or  hurt 
newspapers?  ^9! 


mmt 


BY  LUCIA  MOSES 

WHEN  Audit  Bureau  of  Circulations  board 
members  meet  in  Scottsdale,  Ariz.,  in  early 
November,  one  item  on  the  agenda  more  than 
any  other  will  likely  provoke  anxiety  among 
newspaper  executives.  In  what  would  be  a 
fundamental  change  in  the  way  papers  report  circulation  figures,  the 
ABC  is  considering  requiring  them  to  report  averages  by  each  day  of 
the  week.  For  advertisers  who  are  clamoring  for  more  detailed  audi¬ 
ence  information  from  all  media,  getting  newspapers  to  report  veri¬ 
fied  sales  for  seven  separate  days  instead  of  (in  most  cases)  a  daily 
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average  and  Sunday,  is  a  long  time  coming. 
But  publishers  aren’t  exactly  lobb\ing  for 
the  change,  fearing  it  will  cost  them  time 
and  money  and  lead  advertisers  to  reduce 
their  newspaper  spending  once  their  long- 
held  assumptions  about  day-to-day  circula¬ 
tion  variances  are  confirmed. 

It’s  no  wonder,  then,  that  some  buyers  are 
gearing  up  to  do  battle  over  the  proposal, 
which  advanced  a  step  in  July  when  the  36- 
member  ABC  board  directed  its  staff  to  look 
into  the  feasibilitj'  of  requiring  day-of-w'eek 
reporting,  starting  in  April  2005.  “I  think  it’s 
going  to  be  ver\-  contentious  because  news¬ 
papers  don’t  even  want  to  negotiate  con¬ 
tracts  based  on  circulation,”  says  one  senior 


vice  president  of  a  major  media  buving  firm. 

For  newspaper  e.xecs,  day-of-week  report¬ 
ing  could  mean  more  audit  time  (read: 
expense),  depending  on  the  required  level 
of  detail.  Al  Smith,  vice  president  of  circula¬ 
tion  for  Cox  Ohio  Publishing  and  member  of 
a  committee  that  advises  the  ABC  board  on 
such  matters,  sees  more  work  for  papers 
that  don’t  already  count  single-copy  returns 
each  day,  and  increased  auditing  fees. 

“Who’s  going  to  pay  for  this  additional  infor¬ 
mation?”  Smith  asks.  “I  think  it’s  safe  to  say 
the  advertising  communitv'  isn’t.” 

Marv’  Jacobus,  president  and  CEO  of  Fort 
WavTie  (Ind.)  Newspapers,  wonders  if  her 
circulation  system  will  be  up  to  the  task: 


LOCAL  DAILY 
READING  FREQUENCY 

Adult  readership  of  local  papers  on  a  given  day 
tends  to  go  up  later  in  the  week. 


Monday: 

65% 

Tuesday: 

64% 

Wednesday: 

67% 

Thursday: 

66% 

Friday: 

70% 

Saturday: 

67% 

Sunday: 

91% 

Average  days  read: 

4.8 

Source;  Readership  Institute's 

2002  Reader  Behavior  Score  study  results 


“That  w'ould  be  the  biggest  fear:  How  can 
we  do  that  kind  of  reporting  in  the  format 
the  ABC  is  going  to  want?”  Jacobus  heads 
an  ABC  subcommittee  that  makes  recom¬ 
mendations  on  i.ssues  impacting  newspa¬ 
pers. 

Indeed,  The  Chicago  Tribune  had  to  make 
costly  changes  to  its  circulation  billing  sys¬ 
tem  when  it  started  reporting  Monday- 
Tuesday  and  Thursday-Friday  averages  in 
1998,  sav-s  Vincent  Casanova,  the  paper’s 
vice  president  of  circulation  and  consumer 
marketing.  Reporting  daily  averages,  he 
says,  is  “going  to  be  a  lot  of  work.” 

It’s  taken  for  granted,  however,  that  the 
burden  of  day-by-day  reporting  would  fall 
more  heavily  on  small-circulation  papers, 
which  are  assumed  to  have  less  reliance  on 
single-copy  sales  and  thus  less  daily  circ 
variation  than  large  metro  papers,  and  have 
more  limited  circulation  reporting  abilitv'. 
“They  may  wonder  about  the  benefit  of 
reporting  day-of-week  circulation  because 
they  basically  would  be  reporting  the  same 
number,”  Jacobus  sav's. 

That’s  why  the  ABC  is  on  a  fact-finding 
mi.ssion  to  figure  out  what  information  ad¬ 
vertisers  want  and  how  best  to  provide  it. 
The  ABC  might  decide  to  let  smaller  papers 
or  ones  with  e.xtremely  small  variations  oflF 
the  hook,  for  e.xample.  “It  might  be  a  little 
bit  more  difficult  for  our  smaller  papers  to 
break  it  out,”  says  Robert  M.  Jelenic, 
chairman,  president,  and  CEO  of  Journal 
Register  Co.  and  member  of  a  liaison  com¬ 
mittee  of  newspaper  e.xecutives  that  advises 
the  ABC  board.  He  says  reporting  circula¬ 
tion  by  day  “might  be  a  little  more  difficult” 
for  their  systems. 

On  the  other  hand,  James  W.  Hopson, 
vice  president  for  publishing  at  Lee  Enter¬ 
prises  Inc.  and  an  ABC  board  member, 
found  surprisingly  strong  fluctuations  from 
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day  to  day  at  Lee’s  smaller  dailies.  He  also 
found  that  Lee’s  computer  systems  were  al¬ 
ready  set  up  to  provide  daily  figures.  While 
he  concedes  his  audit  costs  could  go  up,  he 
concludes  that  day-of-week  reporting  “does 
not  appear  to  be  an  unreasonable  require¬ 
ment  for  small  newspapers.” 

After  day  break 

Among  papers,  day-of-week  reporting 
does  have  proponents,  who  say  advertisers 
already  intuitively  know  that  circulation 
varies  by  day.  They  acknowledge  that  in  a 
time  when  many  of  their  best  retail  cus¬ 
tomers  are  struggling  to  hold  their  own, 
helping  them  make  better  buying  decisions 
can  only  benefit  papers  in  the  long  run. 

Says  Jelenic,  “If  it  helps  advertisers,  it’s  the 
way  to  go.” 

If  many  newspaper  execs  grudgingly  ac¬ 
cept  the  seemingly  inevitable  change, 
advertisers  share  an  intense  interest  in 
audited  daily  circ  numbers.  ROP  buyers  see 
them  as  a  better  reflection  of  their  house¬ 
hold  reach  on  a  given  day.  For  users  of 
preprint  advertising,  which  constitute  a 
growing  portion  of  newspapers’  ad  revenue, 
audits  by  day  of  week  would  provide  a 
check  of  distribution  while  helping  them  de¬ 
termine  the  best  day  for  fiiture  inserts. 

For  all  advertisers,  this  may  confirm  what 
they  feel  they  already  know:  that  a  newspa¬ 
per’s  audience  tends  to  grow  as  the  week 
goes  on.  According  to  2002  reader  behavior 
research  by  the  Readership  Institute, 
Tuesday  is  the  least-read  day  of  the  week, 
while  Sunday  is  best,  followed  by  Friday. 

For  Sears,  Roebuck  &  Co.,  which  spends 
80%  of  its  newspajjer  budget  in  the  form  of 
inserts,  da>-of-week  reporting  is  “additional 
disclosure  that  allows  the  advertiser  to  go 
after  the  largest  circulation  day  they  can  and 
maximize  their  investment,”  says  Matt 
Spahn,  director  of  media  planning  and  mar¬ 
keting  budgets  and  an  ABC  board  m.ember. 

Papers  worry  that  if  daily  circulation 
numbers  are  published  in  ABC  FAS-FAX 
and  audit  reports  for  all  to  see,  it  will  only 
cause  advertisers  to  pressure  them  to  cut 
rates  on  light  days,  typically  the  early  week¬ 
days.  But  some  advertisers  say  while  they 
would  expect  newspapers  to  bring  rates  in 
line  with  circulation,  getting  the  additional 
information  would  help  them  make  smarter 


S.  scon  HUDINGNSA:  ROP  and 
preprint  advertisers  just  want  to 
know  the  real  deal  behind 
newspapers’  weekday  averages 
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buying  decisions  and  may  ultimately  lead 
them  to  up  their  newspaper  spending.  In 
sum,  they  see  the  change  as  evolutionary, 
rather  than  revolutionary. 

Christopher  Cope,  president  of  American 
Communications  Group  Inc.,  a  Torrance, 
Calif.-based  retail  ad-buying  firm  with  an¬ 
nual  billings  topping  $300  million,  believes 
day-of-week  reporting  won’t  reduce  newspa¬ 
per  use  in  any  way,  but  will  “increase  the 
productivity  of  the  newspaper  medium.” 
(He’s  a  member  of  the  buyers’  committee 
that  will  advise  the  ABC  board  on  day-of- 
w'eek  reporting).  And  S.  Scott  Harding, 
chairman  and  CEO  of  Newspajjer  Services 
of  America,  with  more  than  $1.6  billion  in 
annual  billings,  says,  “We  as  buyers  may  very 
well  be  motivated  to  consider  non-tradition- 
al  days  of  the  week.  To  me,  it  would  increase 
the  opportunity  for  newspapers  to  market 
their  product  in  more  innovative  ways.” 

From  weak  end  to  weekends 

while  day-of-week  reporting  could  create 
more  demand  for  bigger-circulation  days, 
circulation  isn’t  the  only  factor  that  deter¬ 


mines  the  date  of  an  advertising  buy. 

Retailers  tend  to  run  ads  toward  the  end 
of  the  week  to  get  people  on  their  way  into 
the  shopping  weekend,  and  if  they  paid 
higher  rates  on  those  days  newspapers  could 
realize  added  revenue.  Service  advertisers 
whose  ads  are  less  date-sensitive  and  small¬ 
er  retailers  with  smaller  budgets,  on  the  oth¬ 
er  hand,  could  be  enticed  by  lower  ad  rates 
to  help  plump  up  thinner  early-week  edi¬ 
tions.  Others  choose  the  day  by  who’s  read¬ 
ing  the  paper  that  day. 

Ultimately,  Spahn  sees  the  increased  dis¬ 
closure  changing  the  nature  of  newspaper- 
advertiser  relationships.  “What  it  allows  is 
the  opportunity  to  incentivize  the  newspa- 
p)er  to  grow  circulation  on  the  right  days.” 
Now,  he  says,  “If  a  certain  day  is  a  priority 
for  us,  it  might  not  be  a  priority  for  the 
newspaper.”  Laura  Bader,  advertising  vice 
president  for  The  Morning  Call  in  Allen¬ 
town,  Pa.,  echoed  that  view,  saying  that  if 
the  industry  adopts  mandatoiy-  day-of-week 
reporting,  “It’s  going  to  make  it  obvious  that 
we  have  to  grow  those  days  even  more.” 

As  for  worries  about  segmented  pricing  by 


SINGLE-COPY  CIRCULATION  BY  DAY 

It’s  common  for  smaller-circulation  papo:  s  to  vary  less  by  day,  as  single-copy 
sales  of  these  two  Journal  Register  Co.  papers  demonstrate 

Mon 

Tue 

Wed 

Thu 

Fri 

Sat 

Sun 

The  Phoenix  Phoenixville,  Pa.* 

1,329 

1,315 

1,418 

1,401 

1,406 

1,611 

- 

The  News-Herald  Willoughby,  Ohio** 

9,691 

9,611 

10,329 

10,249 

11,231 

10,340 

21,272 

*  For  week  ended  Oct  5  **  For  week  ended  Sept.  19 

Source:  Journal  Register  Co. 
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ROKRTJELENIC 
Journal  Register 
Co.:  Believes  day- 
of-week  reporting 
could  come  with  a 
higher  price  tag, 
but  is  resigned  to 
it  if  it  will  help 
advertisers 


RUnSPMIN 
Sears,  Roebuck  &  Co.: 
Audited  daily  figures 
could  help  advertis¬ 
ers  like  Sears  make 
sure  they’re  picking 
the  optimal  day  for 
preprints 


day  of  the  week,  here’s  a  newsflash:  it’s 
already  happening. 

Until  recently,  the  ABC  actually  prohibit¬ 
ed  most  papers  from  reporting  more  than 
an  average  daily  and  Sunday  number.  The 
niles  permitted  them  to  report  days  whose 
average  circ  is  5%  above  or  below  the  week¬ 
day  average,  while  requiring  separate 
reporting  when  the  variance  was  15%  or 
more.  Foreshadowing  mandatory  day-of- 
week  rej)orting,  the  ABC  in  July  removed 
the  minimum  5%  variance  criteria  to  permit 
optional  day-of-week  reporting  by  all 
member  papers. 

While  the  vast  majority  of  papers  report 
only  average  weekday  (or  Monday  through 
Saturday)  and  Sunday,  a  small  but  growing 
number  have  been  reporting  early  week 
numbers  separately  or  breaking  out  strong 
weekdays,  typically  Thursday  or  Friday. 
After  seeing  they  could  drive  circulation  lat¬ 
er  in  the  week,  often  by  packaging  Friday 
through  Sunday  or  Thursday  and  Sunday 
editions,  they  realized  they  could  leverage 
the  gains  on  the  advertising  side  by  aligning 
their  rates  with  circulation  variations. 

Since  the  Atlanta  Journal-Constitution 
began  doing  just  that  in  the  mid  1990s, 
there’s  been  minimal  change  in  advertising 
patterns,  says  Mike  Perricone,  vice  president 
of  advertising  at  the  A/C.  That’s  not  surpris¬ 
ing,  he  says,  considering  that  most  of  the 
papers’  advertising  comes  from  local  retail¬ 
ers,  and  “80%  to  85%  of  our  business  runs 


between  Thursday  and  Sunday.”  Many 
papers  also  already  offer  Monday  and  Tues¬ 
day  discounts  to  advertisers.  Atlanta  occa¬ 
sionally  puts  early  weekdays  “on  sale”  when 
advertising  looks  to  be  light.  “I  believe  ulti¬ 
mately  ...  it  just  seems  like  there’s  more 
leaning  in  the  direction  of  differentiating  by 
day  of  week,”  Perricone  says. 

A  sister  Cox  Newspap)ers  Inc.  paper,  the 
Dayton  (Ohio)  Daily  News,  began  offering 
Thursday-Sunday  to  advertisers  five  years 
ago,  seeking  to  leverage  its  strong  circ  on 
Thursday,  when  the  paper  publishes  its  pop¬ 
ular  community  news  sections.  Despite 
some  switch  business,  most  of  the  new 
Thursday  revenue  was  incremental  spend¬ 
ing  by  local  retailers.  “It  was  almost  like 
magic,”  Advertising  VP  Mark  Stange  says  of 
advertisers’  reaction.  “They  just  loved  it.”  As 
for  early-week  days,  he  promotes  their  loyal, 
educated,  and  influential  readership. 

At  the  Tribune  Co.,  in  a  natural  e.\tension 
of  its  print-broadcast  convergence,  several 
dailies  are  in  various  stages  of  pricing  days 
to  reflect  audience  levels  and  advertiser  de¬ 
mand.  “The  advertising  community  is  push¬ 
ing  us  more  and  more  toward  the  broadcast 
model,”  says  Lou  Stancampiano,  vice  presi¬ 
dent  of  advertising  at  the  Orlando  Sentinel, 
where  he  is  building  such  a  pricing  model. 

In  Michigan,  21st  Centuiy’ Newspapers 
Inc.,  seeking  to  recreate  the  success  of  its 
Sunday  edition  during  the  week,  started 
delivering  its  Thursday  edition  free  to 
Sunday-only  subscribers  of  its  three  Detroit- 
area  dailies.  Based  on  the  circulation  jump, 
21st  Century  began  charging  a  premium  for 
Thursday.  Company  Chairman  and  CEO 
Frank  H.  Shepherd  says  some  of  Thursday’s 
revenue  growth  came  from  advertisers  who 
migrated  from  other  days.  But  since  they 
paid  higher  rates,  he’s  not  complaining. 

Shepherd  believes  more  use  of  tiered  pric¬ 
ing  is  coming,  and  voices  little  sympathy  for 
publishers  who  worry  theyll  have  to  cut 
their  early-week  prices.  “As  newspapers  are 
scrambling  for  .subscribers,  I  believe  you’re 
going  to  see  more  and  more  newspapers 
unbundling  your  delivery  schedules,”  he 
say's.  “You’re  simply  going  to  charge  on  a 
CPM  basis. ...  At  the  end  of  the  day,  if  they 
think  they  need  to  lower  their  rates,  their 
goddamn  rates  ought  to  be  lower.  They’re 
cheating  the  advertiser!” 

Working  on  a  daily 

In  these  days  of  growing  advertiser  resist¬ 
ance  to  rate  increases,  adopters  of  tiered 
pricing  advise  caution  in  raising  rates. 

Stange  says  that  to  encourage  advertiser  ac¬ 
ceptance,  Dayton  increased  Thursday 
through  Saturday  rates  by  10%  —  once  — 


but  held  Monday  through  Wednesday  level 
for  two  years,  without  making  “a  big  deal 
about  it.” 

While  tiered  pricing  may  become  the 
standard  way  of  doing  business,  one  may 
overstate  the  impact  of  day-of-w  eek  report¬ 
ing,  Perricone  says:  “At  some  point,  you 
have  to  think  the  advertiser  can  only  deal 
with  so  much  complexity  at  a  time.”  But  as 
pressure  to  demonstrate  ROI  of  their  media 
dollars  grows,  marketers’  thirst  for  data  isn’t 
likely  to  abate.  Remember  that  a  few  years 
ago  the  ABC  expanded  the  definition  of  paid 
circulation  while  requiring  papers  to  dis¬ 
close  more  details  about  their  sales  to  adver¬ 
tisers;  some  see  day-of-w'eek  reporting  as  a 
natural  next  step. 

Many  believe  it’s  only  a  matter  of  time 
before  newspapers  are  measuring  circulation 
—  and  yes,  readership  —  by  section.  “As  ad¬ 
vertisers  continue  to  drive  costs  out  of  their 
op)erations,  the  need  for  better  new'spaper 
targeting  only  increases,”  ad-buyer  Cope 
says. 

Newspapers  may  see  themselves  in  a 
struggle  with  advertisers,  but  in  the  end,  are 
the  papers  themselves  the  biggest  obstacle 
to  growth?  Day-of-week  reporting  may 
highlight  a  reality  few  publishers  want  to 
advertise,  the  decline  of  the  seven-day  sub¬ 
scriber,  but  what  they  do  with  that  informa¬ 
tion  is  up  to  them.  Cox’s  Stange  says  the 
answer  is  for  papers  to  exploit  their  reader- 
ship  differences  by  day,  “rather  than  taking 
the  view  that,  ‘Oh  God,  the  world  has 
changed,  we’re  losing  seven-day  readers.’ 
We’re  still  the  best-read  medium.”  @ 


Upcoming  API  Seminar 


Design  for  Tomorrow's 
Readers: 

Building  a  Showcase  for  the  News 

February  22-26,  2004 

Location:  Reston,  VA 
Tuition:  $1,225 

Earty  bird  tuition:  $1,102  if  paid  by 
December  23,  2003 

Hotei/meai  package:  $850 
For  more  info  or  to  register,  visit: 

http://americanpressinstitute.org/04/Design 
Or  contact  Phii  Nesbitt: 

Email:  pnesbitt@verizon.net 

American 
Press 
Institute 

THE  LEADERSHIP  PLACE 
www.americanpressinstitute.org  or  (703)  620*3611 
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1  -ANNOUNCEMENTS- 
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1  -EQUIPMENTS  SUPPLIES- 
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1  -INDUSTRY  SERVICES- 

HOLISTIC  HEALTH  &  FITNESS 


HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best-selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484. 

MOVIE  REVIEWS 

MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 

PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  for 
ad  sales  reps  who  want  to  move  up.  Visit: 

www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 

NEWSPAPER  APPRAISERS 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co..  (301)  253-5016 
Est.  1959- thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  K,  ^ 

Newspapers  " 

Check  tntr  references 

(2141  lOS-O.XlMl 
Kii-kcnhaclicr  !Vlc-clia 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Bob  Mahlman,  Radio/TV/Cable 
(924)  793-1577 
www.mediamergers.com 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  BROKERS 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers" 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICXbROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

NEWSPAPERS  FOR  SALE 

FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 

PUBLISHING  OPPORTUNITIES 

HIGHLY  SUCCESSFUL  Home  Magazine 
syndicating  nationwide.  Publishing  oppor¬ 
tunities  available  in  many  key  markets. 
We  provide  articles,  art  and  layout,  you 
sell  ads,  produce  and  distribute. 

Call  Bob  (800)  459-9558 

PUBL  ICATIONS  WANTED 

34  YEAR  OLD  company  seeks  to  purchase 
local  music,  entertainment  or  tourist 
papers.  Sample/financials:  Good  Times, 
Box  33.  Westbury,  NY  11590. 


_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol,com 


NEWSRACKS 


Call  Now  (800)  243-3999 
Fax  (818)  794-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Avenue 
NH,  CA,  91805 


DON’T  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

‘Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel;  (913)  648-2000 
Fax;  (913)  648-7750 

PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4", 

22”,  21  1/2”,  21" 

•  New  or  Rebuild  Goss  R.T.P.  42”  -i-  45" 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax;  (323)  256-7607 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(800)  255-6746  or  (913)  492-9050 

viww.inlandnews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  648-2856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE  PAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  960-8475*www.metro-news.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WVm.PROSTARTS.COM 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73&5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

PRFISSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 
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-HELP  WANTED- 


_ ACADEMIC _ 

School  of  Journalism 
MICHIGAN  STATE  UNIVERSITY 
Assistant  Professor  in  Tenure  Stream 
Teaching  responsibilities  include  teaching 
broadcast  sequence  for  radio  and  television, 
Introduction  to  Mass  Media  and  other  cours¬ 
es  that  would  fit  the  background  of  the  candn 
date.  The  research  interests  should  con¬ 
tribute  to  the  School's  undergraduate,  M.A. 
and  Ph.D.  programs.  Service  activities  in¬ 
clude  outreach  to  professional  news  organi¬ 
zations.  Starting  date:  August  15,  2004. 
Salary  is  competitive  and  commensurate  with 
experience,  achievement  and  qualifications. 

The  successful  applicant  will  teach  and 
mentor  broadcast  students  in  both 
television  and  radio  lournalism.  Qualifications 
include  five  or  more  years  of  professional  tel¬ 
evision  and  radio  broadcast  experience  with 
proficiency  in  writing,  production  and  techni¬ 
cal  areas  including  camera  operation  and  dig¬ 
ital  editing.  This  position  will  involve  teaching 
hands-on,  skills  courses  for  undergraduate 
and  master's-level  students.  Additionally,  the 
ideal  candidate  will  be  able  to  assist  in  all  as¬ 
pects  of  the  studio  production  of  a  student 
television  news  magazine  and  may  be  asked 
to  handle  advising  duties  for  a  student  organ¬ 
ization  for  television  students.  Qualifications 
include  a  terminal  degree.  Teaching  experi¬ 
ence  at  the  college  level,  while  not  required  is 
highly  desirable. 

The  School  of  Journalism,  one  of  the  five 
departments  in  the  College  of  Communica¬ 
tion  Arts  and  Sciences  at  MSU,  has  been 
continuously  accredited  since  1949.  It  is 
comprised  of  17  full-time  faculty  and  14-fixed 
term  temporary  faculty  members  with  an  es¬ 
tablished  reputation  for  research  and  scholar¬ 
ship  as  well  as  a  record  of  consistent  innova¬ 
tions  in  curriculum  development  and  outreach 
activities.  The  School  is  the  home  of  the 
Knight  Journalism  Program.  Capital  News 
Service,  the  Focal  Point  TV  News  Magazine, 
the  Michigan  Interscholastic  Press  Associa¬ 
tion  and  overseas  programs  in  Great  Britain, 
the  Czech  Republic,  Mexico,  Australia  and  the 
West  Indies.  The  School  of  Journalism  has  an 
approximate  enrollment  of  570  undergradu¬ 
ate  and  30  graduate  students  in  a  master's 
and  an  interdepartmental  doctoral  program. 

The  College  of  Communication  Arts  and  Sci¬ 
ences  at  Michigan  State  University  is  the  na¬ 
tion's  first  communication  college.  The  col¬ 
lege  has  more  than  3,000  students  in  five 
departments  and  is  committed  to  high- 
quality  teaching,  research  and  outreach. 
Michigan  State  University,  a  premier  land 
grant  and  AAU  research  university,  has  an 
enrollment  of  more  than  44,000  students 
on  a  beautifully  landscaped  5,200-acre 
campus  near  Lansing,  the  state  capital. 

Application  procedure:  Applicants  should 
submit  a  letter  of  interest,  a  curriculum 
vitae  or  resume  and  three  letters  of  reference 
to:  Associate  Professor  Darcy  Greene, 
Chair,  Faculty  Search  Committee,  305  Com¬ 
munication  Arts  &  Sciences  Building,  Michi¬ 
gan  State  University,  East  Lansing,  Ml 
48824-1212  Tel:  (517)  353-3794;  Fax 
(517)  355-7710;  E-mail:  greened@msu.edu. 
Web  address:  www.irn. msu.edu.  Review  of 
applications  will  begin  November  1,  2003 
and  continue  until  position  is  filled. 

MSU  IS  an  Affirmative  Action/Equal  Opportu¬ 
nity  Institution.  Persons  with  disabilities  may 
request  and  will  receive  reasonable  accom¬ 
modations. 


ADMINISTRATIVE 

GENERAL  MANAGER  -  AD  DIRECTOR 
Glenwood  (Iowa)  weekly,  4,500  circulation. 
Near  Omaha,  Council  Bluffs.  Great  Introduc¬ 
tion  to  management  opportunity.  Sales  ex¬ 
perience.  with  a  proven  background. 

Resumes:  rfilkins@bardstowncable.net 
Or  Call  (502)348-9003  ext.  119. 

PUBLISHER  needed  for  high  quality  weekly 
newspaper  in  Akron,  CO.  Full  responsibility 
for  P&L,  content,  promotional  activity,  plan¬ 
ning  and  execution.  Great  small  town  offers 
fine  country  living.  Part  of  the  MediaNews 
Group.  Accelerated  career  opportunity  for 
individual  with  ability  and  ambition.  Fine  op¬ 
portunity  for  person  with  newspaper  back¬ 
ground  seeking  publisher  position.  Excellent 
compensation  program  and  full  benefits 
plus  the  professional  rewards  of  running 
your  own  newspaper  and  the  personal  satis¬ 
faction  from  achieving  success. 

FAX  your  response  to:  (970)  522-2320  or 

E-mail:  publisher@)ournal-advocate.com 

_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
The  Coeur  d'Alene  Press,  an  18,000  circu¬ 
lation,  7-day  AM  newspaper,  is  seeking  an 
experienced  advertising  executive  to  lead 
an  experienced  ad  team  in  a  progressive 
and  competitive  market.  You  will  report  di¬ 
rectly  to  the  Publisher  and  President  of 
Hagadone  Newspaper  Co. 

Hagadone  Newspaper  Co.  publishes  6  daily 
nd  numerous  weeklies  in  the  Pacific  North¬ 
west.  The  right  candidate  will  be  able  to 
demonstrate  a  very  successful  career  in 
managing  a  newspaper  advertising  team. 
Only  the  very  best  need  apply  for  this  op¬ 
portunity  in  a  community  that  is  rated  as 
one  of  the  best  town  in  America  to  live. 
Budgeting  skills  and  ability  to  make  sound 
financial  analysis  is  critical.  Opportunity  for 
advancement  is  very  good.  Benefits  include 
401(k)  with  match,  health  insurance. 

Please  send  resume  and  cover  letter  to: 
Jim  Thompson/Publisher,  Coeur  d'Alene 
Press.  P.O.  Box  7000,  Coeur  d'Alene,  ID 
83814. 

ADVERTISING  DIRECTOR 
The  Dodge  City  Daily  Globe  is  looking  for  an 
energetic  motivator  to  lead  our  six-member 
sales  team.  Must  have  strong  supervisory 
and  communication  skills  along  with  media 
sales  experience.  College  degree 
preferred.  Competitive  salary  and  benefits. 
Send  resume,  references  and  salary  re¬ 
quirements  to  Terry  Cochran,  Dodge  City 
Daily  Globe,  P.O.  Box  820,  Dodge  City,  KS 
67801  .Or:  cochran@dodgeglobe.com  EOE 

ADVERTISING  MANAGER 
Used  Car  News,  a  national  trade  publication 
for  new  and  used  car  dealers  with  a  circula¬ 
tion  of  70,0(X),  has  an  opportunity  for  an 
experienced  Advertising  Manager.  The  ideal 
candidate  will  have  experience  supervising, 
training  and  motivating  inside  sales  people, 
planning  and  promoting  special  issues  as 
well  as  creating  new  ones.  We  attend  5-6 
trade  shows  per  year  but  the  bulk  of  your 
job  will  be  done  at  our  offices  in  St.  Clair 
Shores.  Please  send  your  resume  and  salary 
requirements  to  P.O.  Box  80800,  St, 
Clair  Shores,  Ml  48080. 

Or  E-mail:  colleen@usedcarnews.com 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
The  Times-Georgian,  a  9,500  circulation 
daily  newspaper  with  four  weekly  newspapers 
in  Carrollton  GA,  seeks  an  Advertising 
Director.  This  position  will  oversee  a  staff 
of  ten  in  Retail  and  Classified  advertising 
and  7  in  Composing.  Our  newspapers  cover 
all  areas  west  of  Atlanta  to  the  Alabama 
border.  Carrollton  offers  an  excellent 
lifestyle  with  a  reasonable  cost  of  living. 
You  can  enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This  fast 
growing  area  offers  excellent  opportunities 
for  Retail  and  Classified  growth.  We  are 
part  of  the  Paxton  Media  Group  of  32  news¬ 
papers  offering  excellent  pay  and  benefits. 
Send  resume  and  salary  history  to  Tom 
Overton,  publisher.  The  Times-Georgian. 
901  Hays  Mill  Road.  Carrollton.  GA  30117. 

E-mail:  toverton@times-georgian.com 

ADVERTISING  MANAGER  OPENING 
Immediately  available  in  a  stable  market 
near  Charlotte  where  an  individual  will  have 
the  opportunity  to  grow  by  showing  out¬ 
standing  sales  and/or  management  abilities 
in  a  cnhi  Tuesday-Thursday-Sunday  10,000 
paid  newspaper.  Possibly  a  perfect  oppor¬ 
tunity  for  a  sales  leader  ready  to  get  into 
management.  This  individual  will  have  the 
chance  to  shine,  by  being  responsible  for 
advertising  sales  by  example,  expertise, 
and  training  in  a  department  with  three  out¬ 
side  salespeople,  two  classified  and  one  as¬ 
sistant.  Sales  experience  and  a  history  of 
successes  will  be  among  your  winning  quali¬ 
ties  for  this  stepping  stone  position.  Strong 
communications  and  people  skills  are  nec¬ 
essary.  Salary,  commission  and  bonus 
structure  make  up  a  rewarding  compensa¬ 
tion.  Outstanding  benefits,  including  life  and 
health  insurance,  401(k)  vacations,  and 
more  all  make  up  an  exceptional  opening.  If 
you  have  the  drive,  fresh  outlook,  and  expe¬ 
rience  to  continue  this  newspaper's  adver¬ 
tising  growth,  we  want  to  hear  from  you. 
Write  a  selling  introductory  letter,  with  re¬ 
sume,  to  C.  F.  McClughan,  publisher,  The 
Stanly  News  &  Press,  Box  488,  Albemarle, 
NC  28002  or  E-mail:  cfsnap@vnet  net. 

CLASSIFIED  ADVERTISING  MANAGER 
A  rare  opportunity!  The  Star-Ledger,  New 
Jersey's  largest  daily  newspaper,  invites 
you  to  consider  joining  our  family  of  dedi¬ 
cated  professionals  as  a  Classified  Adver¬ 
tising  Manager.  The  ideal  candidate  must 
be  an  innovator  with  the  ability  to  develop 
new  classified  revenue  initiatives.  The  suc¬ 
cessful  candidate  must  have  a  track  record 
of  consistently  exceeding  goals  and  the 
ability  to  motivate  and  inspire  a  sales  team. 
A  minimum  of  10  years  experience  in  adver¬ 
tising  sales  management  (preferably  in  a 
competitive  market)  is  desired.  The 
Star-Ledger  offers  an  excellent  compensation 
package  including  salary  plus  bonus, 
company  paid  medical,  dental,  vision,  vaca¬ 
tion  and  pension  benefits  as  well  as  a 
matching  401  (k)  plan.  Send  resume  to  S. 
Lohr,  The  Star-Ledger,  One  Star-Ledger  Pla¬ 
za,  Newark,  IVJ  07102.  EEO  A/A 

@visitourwebsite@ 
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_ ADVERTISING _ 

FRESH  START  FOR 
SEASONED  SALES  LEADER 
Fastest-growing  weekly  newspaper  in  the 
city  of  Philadelphia  is  looking  for  an  energetic, 
hands-on  display  advertising  manager 
to  develop  an  untapped  market.  You  will  be 
expected  to  recruit,  coach,  manage,  tram, 
encourage  and  lead  a  sales  staff  of  8  people. 
If  you  have  a  proven  record  of  exceeding 
sales  goals  and  leading  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 

GLOBAL  CLASSIFIED  SALES  DIRECTOR 
21st  Century  Newspapers  located  in  the 
Detroit  metro  market  is  seeking  a  highly 
motivated  individual  to  oversee  the 
merging  of  our  newspaper  properties  con¬ 
sisting  of  dailies,  weeklies  and  shoppers 
into  one  Classified  Sales  Center. 

Candidates  should  be  experienced  in  devel¬ 
oping  and  managing  a  sales  center 
including  staff,  maximizing  revenue  and 
strategic  planning.  Candidates  should  be 
able  to  demonstrate  excellent  communica¬ 
tion,  organizational  and  team  building  skills. 

•  Minimum  3  years  of  management  experi¬ 
ence  preferably  in  a  sales  center. 

•  Experience  in  developing  multi-rate  struc¬ 
tures. 

•A  BS  in  Marketing  or  a  related  field  or 
equivalent  experience. 

We  provide  a  competitive  compensation 
package,  and  excellent  benefits  package. 
Qualified  applicants  should  send  re¬ 
sume/cover  letter  to: 

The  Oakland  Press 
Attn:  HR  Department  -  EFYID 
48  W.  Huron,  Pontiac,  Ml  48342 
Fax:  (248)  454-4482 


NATIONAL  ADVERTISING  MANAGER  needed 
for  fast-paced  daily  newspaper.  Must  have 
minimum  five  years'  Nabonal/Maior  Accounts  ex¬ 
perience.  (jood  network  of  Nah^  association 
contacts.  Interested  candidates  apply  to: 

Box  3545,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


_ ART/GRAPHICS _ 

ART/GRAPHICS  EDITOR 
The  Des  Moines  Register  is  looking  for  a  taF 
ented  visual  journalist  and  manager  to  lead 
Its  award-winning  five-member  art  staff. 

The  successful  candidate  must  be  able  to 
inspire  the  creation  of  clear,  informative 
graphics  as  well  as  arresting  illustrations. 
We  also  want  someone  who  won't  be  satisfied 
illustrating  a  story  with  an  icon  or  bar 
chart,  but  will  help  find  innovative  visual  ap¬ 
proaches  to  story-telling. 

Previous  supervisory  experience  is 
preferred,  but  a  demonstrated  ability  to 
lead  and  motivate  staff  is  key. 

If  you're  someone  with  a  proven  record  for 
strong  informational  graphics,  powerful  iF 
lustrations  and  inviting  design,  please  send 
a  cover  letter,  resume  and  work  samples  to 
Diane  Graham,  managing  editor/staff  deveF 
opment,  Des  Moines  Register,  715  Locust 
Street,  Des  Moines.  lA  50309.  Or  E-mail 
dgraham@dmreg.com. 
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-HELP  WANTED- 


ART/GRAPHICS _  _ CIRCULATION 


GRAPHIC  ARTIST:  The  Watertown  Daily 
Times  has  an  opening  for  a  graphic  artist. 
Duties  include  producing  and  maintaining  li¬ 
braries  of  maps,  charts  and  informational 
graphics;  designing  feature  section  fronts, 
special  sections  and  news  and  feature 
packages;  recommending  to  editors  stand¬ 
ard  design,  type  and  graphic  elements,  and 
assisting  with  maintenance  of  styles,  tem¬ 
plates,  libraries  and  the  like  for  the  newspa¬ 
per  pagination  system.  Applicants  must 
have  experience  in  print  design  and  in  the 
use  of  industry-standard  software  for  Macin¬ 
tosh  computers  and  be  available  to  work  a 
flexible  schedule.  Send  cover  letter,  resume 
and  work  samples  to  Bert  Gault,  executive 
editor,  Watertown  Daily  Times,  260  Wash¬ 
ington  Street,  Watertown,  NY  13601  or  by 
E-mail  to  bgault@wdt.net. 


CIRCULATION 


CIRCULATION  DIRECTOR 
Latch  on  to  an  aggressive  communications 
company  with  a  Circulation  Director  position 
at  The  (Pittsburg)  Morning  Sun,  a  Morris 
Publishing  newspaper.  This  seven  day 
morning  paper  is  in  the  heart  of  two  NCAA 
Div-ll  colleges  in  scenic  southeast  Kansas. 
This  is  a  fantastic  opportunity  for  the 
person  looking  for  his/her  first  director’s 
job.  To  join  our  team.  Send  resume  and 
cover  letter  to: 

Fax:  (620)  231-0645 
E-mail:  stephen.wade@morningsun.net 

CIRCULATION  MANAGER/SALES 
The  Ann  Arbor  News  is  seeking  a 
Circulation  Manager/Sales  who  will  be  re¬ 
sponsible  for  all  circulation  sales  and  mar¬ 
keting  efforts.  This  person  will  also  be  re¬ 
sponsible  for  the  preparation  and  manage¬ 
ment  of  all  budgets  and  sales  reports  as¬ 
sociated  with  circulation  sales.  This  position 
will  supervise  a  team  of  professionals  that 
will  include,  but  is  not  limited  to:  Single 
Copy  Sales  Manager,  District  Manager 
Sales  Specialist,  Circulation  Sales/ 
Marketing  Coordinator  and  PT  Canvassers 
and  Kiosk  Sales  Specialist.  This  position  will 
be  a  key  member  of  the  circulation  manage¬ 
ment  team. 

The  ideal  candidate  will  possess  a  college 
degree  with  experience  in  advertising  and 
marketing  preferred.  Circulation  sales  and  a 
background  in  management  is  helpful. 
Should  have  experience  in  making  sales 
presentations  and  will  possess  strong  com¬ 
munication  and  leadership  skills.  Position  in¬ 
cludes  competitive  salary  and  an  excellent 
benefits  package.  Submit  resumes  to: 

The  Ann  Arbor  News 
Attn:  Fred  Jahnke,  Circulation  Director 
P.O.  Box  1147,  Ann  Arbor,  Ml  48106-1147 


CIRCULATION  SALES  & 
MARKETING  MANAGER 
Warm  up  in  sunny  LA  with  a  terrific  opportu¬ 
nity  for  an  up-n-comer.  The  Los  Angeles  Daily 
News  has  an  immediate  opening  for  a  Cir¬ 
culation  Sales  and  Marketing  Manager.  Put 
your  creative  ideas  to  the  test  in  a  competi¬ 
tive  environment  filled  with  growth  opportu¬ 
nities. 

In  this  position,  you  will  oversee  all  aspects 
of  home  delivery  sales,  with  emphasis  on 
growing  penetration  in  key  markets.  A 
strong  team  of  individuals  awaits  your  direc¬ 
tion  and  guidance.  Tools  and  resources  for 
success  are  available  and  expectations  are 
achievable. 

Qualified  candidates  will  possess  a  demon¬ 
strated  history  of  successful  leadership  and 
growth.  Will  have  a  comprehensive  under¬ 
standing  of  circulation  sales  management 
and  will  exhibit  effective  human  relation 
management  skills. 

Candidate  must  have  a  minimum  of  4  years 
of  newspaper  related  experience  in  similar 
circulation  or  marketing  role.  Bachelor  de¬ 
gree  preferred.  Strong  financial,  analytical 
and  operational  experience  needed  to  be 
successful  in  this  position. 

The  Los  Angeles  Daily  News  provides  com¬ 
petitive  salaries  and  a  comprehensive  bene¬ 
fits  package.  Qualified  candidates  should 
submit  resume  and  salary  requirements  to: 

Ron  Hasse 

Los  Angeles  Daily  News 
21221  Oxnard  Street 
Woodland  Hills,  CA  91367 
E-mail:  ron.hasse@dailynews.com 
Fax:  (818)713-0315 


CIRCULATION  SALES  &  PROMOTIONS 
MANAGER 

The  Tyler  Morning  Telegraph  is  seeking  a 
Sales  &  Promotion  Manager  for  the  circula¬ 
tion  department.  The  ideal  candidate  must 
provide  high  energy  leadership  and  a  com¬ 
mitment  to  goal  achievement. 

This  position  is  responsible  for  increasing 
market  share  and  market  penetration  for 
single  copy  and  home  delivery  operations. 
College  degree  preferred  but  a  minimum  of 
5  years  circulation  or  sales  experience  will 
be  considered.  Competitive  salary  and  ex¬ 
cellent  benefit  package  for  the  qualified  in¬ 
dividual.  Interested  parties  should  send  re¬ 
sume  to: 

Tyler  Morning  Telegraph 
Attn:  J.  Rives 

P.O.  Box  2030,  Tyler,  Texas  757ia2030 
FAX:  (903)596.6368 
E-mail:  jri@tylerpaper.com 


For  help  wantecJ/position  wanteid  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


CIRCULATION 


CIRCULATION  SYSTEMS  ADMINISTRATOR 
Seeking  top  circulation  software  manager/ 
analyst.  Responsibilities  at  this  24,000  daily 
circulation  newspaper  include  coordination 
of  circulation  computer  systems  and  tech¬ 
nology  projects,  data  management,  training 
of  users  and  data  analysis. 

Minimum  requirements:  BS  in  Computer  Sci¬ 
ence  or  equivalent  experience,  three  years 
circulation  experience,  management  experi¬ 
ence,  proficiency  in  Crystal,  Access  and  Ex¬ 
cel  software,  knowledge  of  Oracle  and  DSI 
circulation  software  a  plus. 

This  family-owned  newspaper/commercial 
printing  operation  offers  good  benefits  and 
mid-west  lifestyle  in  a  progressive  town. 
Either  mail  or  E-mail  (sorry,  no  phone  calls 
please)  resume  and  cover  letter  with  salary 
requirements  and  history  to: 

Dirk  Dunkle,  Circulation  Director 
Columbia  Daily  Tribune 
101  N.  4th  Street,  Columbia,  MO  65201 
Ddunkle@tribmail.com 


EDITORIAL 


A  17,500,  7  day  paper  in  beautiful  south¬ 
western  NY  seeks  COPY  EDITOR  to  lay  out 
pages  and  upload  Web.  Candidates  must 
have  Quark  and  Photoshop  experience  and 
demonstrate  ability  to  work  on  tight  deadlines 
yet  with  flair  and  attention  to  detail. 
Send  resume,  work  samples  to  Box  3537, 
Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 

ASSISTANT  BUSINESS  EDITOR 
The  Sacramento  Bee,  California's  fastest 
growing  newspaper,  is  seeking  an  assign¬ 
ment  editor  who  can  communicate  effectively 
and  guide  reporters  toward  creating 
stories  with  impact.  The  editor  will  oversee 
approximately  five  reporters  and  should  be 
able  to  plan  a  mix  of  short-  and  long-term 
enterprise  articles  for  A1  and  the  Business 
cover. 

As  the  center  for  state  government,  Sacra¬ 
mento  offers  exciting  opportunities  to  delve 
into  how  business  shapes  state  government 
and  public  policy.  The  editor  will  be  expected 
to  help  reporters  develop  a  vision  for 
their  beats  and  expand  upon  larger  themes 
that  will  make  business  relevant  to  our 
290,000  daily  readers  and  350,000 
Sunday  readers. 

Interested  parties  should  send  a  cover 
letter  and  resume  to  Business  Editor  Cathie 
Anderson,  The  Sacramento  Bee,  P.O.  Box 
15779,  Sacramento,  CA  95852,  or  E-mail: 
canderson@sacbee.com 

EDITOR 

The  Northwest  Florida  Daily  News  is 
seeking  an  experienced  editor  to  lead  the 
newsroom  of  this  award-winning 
40,000-circulation  morning  newspaper  on 
Florida’s  Emerald  Coast.  Applicants  must 
have  at  least  five  years  of  progressive 
newsroom  management  experience,  strong 
news  judgment,  and  a  commitment  to  per¬ 
forming  exceptional  community  journalism. 
Candidates  should  demonstrate  a  track  rec¬ 
ord  of  mentoring  newsroom  associates, 
collaborating  with  other  departments,  and 
representing  a  newspaper  to  the  public.  To 
apply,  send  cover  letter  and  resume  to  Pub¬ 
lisher  Marvin  DeBolt,  P.O.  Box  2949,  Fort 
Walton  Beach,  FL  32549. 


EDITORIAL 


FRONT  PAGE  DESIGNER 
The  Naples  Daily  News,  a  68,000  daily  on 
Florida’s  beautiful  southwest  coast,  has  an 
immediate  opening  up  front.  We’re  looking 
for  someone  with  strong  design  and  news 
skills  who  can  help  us  produce  dramatic 
and  informative  news  pages.  The  successful 
applicant  will  have  a  degree  in  journalism 
or  a  related  field  plus  at  least  3  years’  ex¬ 
perience  on  daily  newspapers.  A  strong 
sense  of  content-driven  design  is  essential. 
The  Daily  News  is  an  E.W.  Scripps  newspa¬ 
per.  Send  resume  with  names  and 
telephone  numbers  of  3  references,  plus 
portfolio  to  Tim  Aten,  news  editor,  Naples 
Daily  News,  1075  Central  Avenue,  Naples, 
FL  34102.  For  information,  contact: 
tlaten@naplesnews.com 


INVESTIGATIVE  REPORTER 
The  Pueblo  Chieftain,  a  50,000-plus  daily  in 
beautiful  Southern  Colorado,  is  looking  for 
an  investigative  reporter  on  the  topic  of 
water.  Southern  Colorado’s  water  supply  is 
threatened  by  growth  in  the  Denver  area, 
where  officials  are  buying  river  water  from 
Southern  Colorado  and  transferring  that 
water  to  the  Denver  area. 

The  effects  have  been  and  will  continue  to 
be  devastating,  with  farmland  being  dried 
up  and  turned  into  wasteland,  and  water 
quality  severely  damaged.  The  Chieftain  is 
battling  this  issue  and  is  looking  for  a 
hard-hitting,  investigative  reporter  with  ex¬ 
perience  in  covering  complicated  water 
issues. 

Mail  or  E-mail  cover  letter  and  resume  to: 
Steve  Henson,  Managing  Editor,  The  Pueblo 
Chieftain,  P.O.  Box  4040,  Pueblo,  CO. 
81003,  E-mail:  shenson@chieftain.com 


PROJECT  EDITOR 
Fulltime,  Austin,  Texas. 

See:  www.gstype.com  for  details. 


The  Springfield  News-Leader,  a  65,000 
daily  and  93,000  Sunday  newspaper  in  the 
Ozarks  lakes  region,  wants  an  ENERGETIC 
REPORTER  with  a  passion  for  tracking  down 
hard  news  and  telling  good  stories.  Experi¬ 
ence  in  investigative  reporting  a  plus.  Com¬ 
petitive  salary  and  benefits.  Send  clips,  re¬ 
sume  and  cover  letter  to  Executive  Editor 
David  Ledford,  News-Leader,  651  Boonville, 
Springfield,  MO  65806.  Send  E-mails  to: 
dledford@springfi.gannett.com 


Vermont’s  Pulitzer  Prize-winning  daily  news¬ 
paper  has  an  immediate  opening  for  a 
NEWS  EDITOR  to  supervise  its  copy  desk. 
The  Rutland  Herald  is  seeking  someone 
with  a  solid  news  background,  superior  de¬ 
sign  skills  and  supervisory  experience.  This 
IS  a  top  supervisory  position  at  our  seven- 
day,  22,000-circulation,  AM  newspaper.  We 
offer  new  front-end  and  pagination  systems 
and  competitive  pay  and  benefits.  Send  a 
letter  of  interest  and  resume  to: 

Robert  Gibson,  Editor,  Rutland  Herald 
P.O.  Box  668,  Rutland,  VT  05702-0668 
Or  E-mail  robert.gibson@rutlandherald.com 
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HELP  WANTED- 


_ EDITORIAL _ 

Tampa  Bay  Business  Journal  is  looking  for 
an  EDITOf?  to  lead  a  newsroom  filled  with 
hungry,  committed  reporters.  This  isn’t  a 
job  for  the  faint-of-heart.  The  Tampa  Bay 
market  is  among  the  most  dynamic  in  the 
country.  It  spans  seven  counties  and  count¬ 
less  community  cultures  and  its  two  largest 
counties  -  Hillsborough  and  Pinellas  -  are 
served  by  competing  daily  newspapers. 

The  ideal  candidate  will  have  10  years  ex¬ 
perience  in  business  journalism  -  five  of 
them  as  an  editor  -  and  strong  management 
experience.  Hands-on  editing  is  a  key  com¬ 
ponent  of  this  job,  as  is  coaching  reporters. 
In  addition,  the  editor  is  expected  to  put  a 
public  face  on  the  newsroom,  attending 
community  events  and  sticking  his  or  her 
nose  where  it  doesn’t  belong.  As  a  member 
of  the  newspaper’s  senior  management 
team,  regular  care  and  feeding  of  the  pub¬ 
lisher  is  required  as  well. 

If  this  sounds  like  something  you’d  be  inter¬ 
ested  in.  E-mail  your  resume  and  a  cover 
letter  to  Publisher  Arthur  Porter, 
aporter@biz]ournals.com.  Include  your  salary 
expectations  and  an  explanation  of  why 
you're  right  for  this  job. 

Tampa  Bay  Business  Journal  is  part  of 
American  City  Business  Journals,  the 
largest  employer  of  business  journalists  in 
the  world.  The  company  offers  a 
competitive  salary,  excellent  benefits,  and 
clear  and  predictable  room  for  advancement. 
American  City  is  a  place  business 
journalists  come  and  stay.  EOE. 


_ MAILROOM _ 

Daily  seeks  experienced  MAILROOM  MAN¬ 
AGER  with  Kansa  480.  Steve  Nichols  c/o 
Southeast  Missourian,  P.O.  Box  699,  Cape 
Girardeau,  MO  63702. 

snichols@semissourian.com 

DISTRIBUTION  (MAILROOM)  CENTER 
MANAGER 

The  Jackson  Sun  (Gannett  Co.  Inc.)  is  looking 
for  a  Distribution  Center  Manager.  Reporting 
directly  to  the  Director  of 
Production,  this  key  position  has  two  direct 
reports,  and  oversees  all  functions  of  the 
distribution  center. 

The  successful  candidate  will  have: 

•Strong,  demonstrated  skills  and  abilities 
in  all  aspects  of  management,  including 
hiring,  retention  and  supervision: 

•  A  minimum  of  five  years  experience  in 
distribution/mailroom  systems,  preferably 
in  the  newspaper  industry. 

Knowledge  of  the  Sheridan  NP  630 
inserter,  and  a  four-year  business  or  man¬ 
agement  degree  is  a  definite  asset. 

This  position  offers  opportunity  for  growth, 
and  an  excellent  compensation  and  benefits 
package.  For  more  detailed  information,  go 
to  www.jacksonsun.com. 

Send  confidential  resume  to; 

The  Jackson  Sun,  HR  Department 
245  W.  Lafayette  Street 
Jackson,  TN  38301 

The  East  Valley  Tribune,  in  sunny  Mesa.  AZ, 
IS  seeking  a  seasoned  MAILROOM  SUPERVI¬ 
SOR  for  the  night  shift.  To  apply,  send  resume 
to  Kathy  Thorne,  The  Tribune,  120  W.lst 
Ave.,  Mesa,  AZ  85210  or  FAX  to: 

(480)  898-6401. Email:  kthorne@aztrib.com 


_ MAILROOIVI _ 

MAILROOM  OPERATIONS  MANAGER 
The  Day,  an  independent  daily  in  Southeast¬ 
ern  CT,  is  looking  for  a  Mailroom 
Operations  Manager  to  coordinate  the 
scheduling  of  labor  to  achieve  quality  and 
deadline  standards  for  all  products.  This  po¬ 
sition  is  responsible  for  the  maintenance  of 
equipment  and  the  effective  management  of 
insert  delivery,  quantity  verification, 
advance  hopper  map  preparation  and  cross 
checking  of  advertising  insertion  schedules. 
The  successful  candidate  must  have  knowl¬ 
edge  of  how  to  distribute,  on  deadline,  quality 
print  products  that  meet  advertiser  and 
consumer  demands.  3-5  years  of  manage¬ 
ment  experience  is  preferred.  Please  submit 
resume  to  The  Day  Publishing 
Company,  P.O.  Box  1231,  New  London,  CT 
06320,  ATTN;  Human  Resources. 

E-mail:  humanresources@theday.com 
Fax:  (860)  443-6322 

_ PRESSROOM _ 

Daily  seeks  LEAD  PRESSMAN.  Goss  Com¬ 
munity  or  DGM  management  experience  a 
plus.  Steve  Nichols  c/o  Southeast  Missour¬ 
ian.  P.O.  Box  699  Cape  Girardeau,  MO 
63702  snichols@semissourian.com 

CENTRAL  FLORIDA  daily  seeking  LEAD 
PRESS  OPERATOR.  Goss  or  DGM  experience 
helpful.  Fax  resume  to  (352) 
753-5664  or  E-mail:  jobs@thevillages.com. 

PRODUCTION/TECH 
PRODUCTION  MANAGER 
The  Fayetteville  Observer,  an  award  winning 
70.00()  NC  daily,  is  seeking  a  well-rounded 
Production  Manager  to  oversee  prepress, 
press,  packaging  and  transportation.  In 
2002,  our  newspaper  was  recognized  as 
one  of  the  top  50  newspapers  in  the  world 
by  the  International  Newspaper  Color 
Quality  Club  and  has  received  numerous 
other  awards  from  the  Web  Printing  Associ¬ 
ation  and  the  NAA.  Our  facility  houses 
state-of-the-art  equipment  commissioned  in 
1999  and  is  considered  an  innovative 
leader  in  our  industry. 

We  are  family  owned  and  located  in  a  great 
area  of  the  country  to  live  and  raise  a 
family. 

If  you  have  a  strong  background  in  print 
production,  packaging  and  distribution, 
please  send  your  resume,  references,  and 
salary  history  to; 

John  Jenkins,  Production  Director 
The  Fayetteville  Observer 

P.O.  Box  849,  Fayetteville,  NC  28302 
jjenkins@fayettevillenc  .com 

“Making  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creaiiviiN 

-  Charles  Mingus 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


PUBLIC  RELATIONS 


ADMINISTRATIVE 

PUBLISHER’S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
quest.  Contact  Michael  Bradley: 

Phone:  (508)  563-2835 
E-mail:  mbradley.capecod@verizon.net 


IMS  mates  tkiimice. 


PUBLIC  RELATIONS 


_ ADVERTISING _ 

I  BRING  20  YEARS  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries.  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 
E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 


CIRCULATION 


PROFESSIONAL  CIRCULATOR  seeks  imme¬ 
diate  Distribution/Sales  opportunity  in  Long 
Island.  New  York.  Tel/Fax;  (631)  58^2735. 


The  U.S.  Nuclear  Regulatory  Commission  (NRC),  which  is  responsible  for 
safeguarding  the  civilian  use  of  nuclear  power  and  materials,  has  the  following 
opportunity  in  Rockville,  Maryland. 

Director,  Olfice  of  Public  Affairs 
Senior  Executive  Senice 

Salan  Kaniie:  m\Ml  -  SNlVillO 
\acancy  .\nnoiin(-(‘m(‘nl:  #()PA-2(H)4-()(K)*2 

The  incumbent  will  provide  expert  advice  and  counsel  to  the  Chairman,  U.S. 
Nuclear  Regulatory  Commission  to  assure  that  the  Chairman  is  able  to  carry 
out  the  responsibilities  as  principal  spokesperson  for  the  NRC  and  will  assist 
the  Chairman  in  the  promotion  and  communication  of  the  agency’s  policies 
and  initiatives  with  the  public  and  news  media.  Incumbent  will  be  responsible 
for  directing  the  formulation,  implementation,  and  management  of  external 
communications  policies,  ensuring  implementation  of  a  proactive  public 
information  program,  and  developing  key  strategies  that  contribute  to  increasing 
public  confidence.  Will  also  be  responsible  for  keeping  the  Chairman  and 
Commission  informed  of  public  interest  in,  and  news  coverage  of,  NRC's 
regulatory  activities  as  well  as  providing  timely,  clear,  and  accurate  information 
on  NRC  activities  to  the  public.  Will  consult  and  advise  the  Chairman. 
Commissioners,  the  Executive  Director  for  Operations,  and  other  senior 
management  officials  on  potential  public  reaction  to  agency  policy,  decisions, 
and  actions;  and  serve  as  a  chief  spokesperson  for  the  Chairman. 

Applicants  must  possess  substantial  supervisory,  managerial,  and/or  policy 
making  experience  along  with  broad  knowledge  of  communication  principles, 
methods,  practices,  and  techniques  as  they  apply  to  successful  leadership  in  the 
formulation,  implementation,  and  management  of  external  communications 
policies,  strategies,  and  programs  that  will  increase  public  awareness  of,  and 
confidence  in,  the  NRC’s  major  initiatives,  policies,  regulations,  and  goals.  The 
ability  to  advise  and  counsel  senior  officials  effectively  in  matters  associated 
with  external  communications  and  public  information  is  key,  as  is  extensive 
knowledge  of  public  information  media  (press,  radio,  television,  etc.). 

Ihm  1(1  A|)|)ly 

For  a  detailed  job  description  and  to  apply  on-line,  please  visit  our  Web  site 
at:  www.nrc.gov/wlNhwe-ai«/eniployinen^  and  refer  to  Vacancy 
Announcement  »0PA-2004-0002  To  enter  your  resume  into  the  system,  simply 
prepare  it  using  WordPerfect,  Word,  or  another  commonly  used  program 
(please  reference  Dept  A-2483  in  your  resume),  then  copy  and  paste  your 
resume  into  NRCareers.  On-line  applications  will  be  accepted  through  11/10/03. 

U.S.  NUCLEAR 
I  REGULATORY 
COMMISSION 

An  equal  opportunity  employer.  M/F;0/V  U.S.  citizenship  required. 
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TECHNOLOGY 


OFFSET  IN  DIE  0FHN6 

Gannett  sites  upgrade  to  Coloras;  second  waterless  Cortina  sold 

BY  JIM  ROSENBERG 

BA  KEEPS  ON  SOAKING  UP  SALES  OF  NEWSPAPER 


K  presses.  Following  large-press  orders  from  Detroit, 
Louisville,  and  Kansas  City,  and  a  smaller,  more 
recent  sale  in  Santa  Fe,  the  company  won  contracts 
for  mid-sized  installations  at  two  Gannett  opera¬ 
tions.  Meanwhile,  in  Europe,  in  addition  to  a  huge  Corriere  della 
Sera  order  (nine  doublewide  Commander  satellites  and  two  Comet 
press  for  six  Italian  print  sites),  the  German  press  maker  has  sold  its 
second  Cortina  waterless  offset  press. 

Both  Gannett  sites  will  install  Colora  offset  presses  with  21-inch 
cut-olf  and  50-inch  maximum  web  width  (with  provision  for  48 

inches  in  the  future).  A  variable  web-width  ment.)  Miller  said  that  although  planning 

feature  will  allow  a  25-  to  36-inch  range.  for  consolidated  production  became  serious 

Each  also  will  have  EAE  controls,  a  produc-  in  the  last  year  or  so,  the  idea  is  hardly  new. 
tion  planning  and  pre-setting  system,  “I  started  28  years  ago,”  he  said,  “and  they 

remote  diagnostics,  and  a  logistics  and  started  talking  about  it  then.” 

maintenance  system.  In  Illinois,  the  WB 

Operable  as  one  or  two  presses,  the  67,205-circula-  —  • 


ment.)  Miller  said  that  although  planning 
for  consolidated  production  became  serious 
in  the  last  year  or  so,  the  idea  is  hardly  new. 
“I  started  28  years  ago,”  he  said,  “and  they 
started  talking  about  it  then.” 

In  Illinois,  the  _ 


equipment  going  into  a  new  plant  at  the 
56,244-circulation  Press  Ci  Sun  Bulletin  in 
Binghamton,  N.Y.,  also  will  print  the 
28,740-circulation  Elmira  Star-Gazette  and 
The  Ithaia  Journal  (weekdays  18,938,  Sat-  I 
urday  23,030).  The  eight  towers  will  con-  I 
tain  60  printing  couples,  feature  variable- 
width  technology,  and  include  10  Pastostar 
RC  reelstands  and  two  KF3  2:3:3  jaw  fold¬ 
ers,  each  with  five  formers. 

Putting  the  press  project’s  total  co.st  at 
approximately  $48  million,  the  Journal 
reported  it  will  keep  its  news  and  business 
operations  in  Ithaca,  where  it  will  make  “a 
substantial  investment  in  its  downtown 
property.”  The  paper’s  Goss  Urbanite 
presses  are  almost  40  years  old.  The  Col¬ 
oras  in  Binghamton  will  permit  the  simul¬ 
taneous  printing  of  two  newspapers. 

Exactly  how  the  three  dailies  and  their 
two  Sunday  editions  will  be  scheduled  and 
run  is  under  discussion  now,  according  to 
Elmira’s  production  director,  Fran  Miller. 
(Binghamton’s  production  chief  and  Gan- 
nett’s  Central  New  York  Project  Manager 
were  at  last  week’s  annual  IfraExpo,  in  Lep- 
zig,  Germany,  and  unavailable  for  com- 
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67,205-circula¬ 
tion  Rockford 


Register  Star  also  chose  variable-width 
technology  for  its  five  full-color  towers  (40 
couples)  over  six  Pastostar  reelstands  and 
five  formers  over  one  double-jaw  2:3:3 
folder.  The  equipment  will  be  erected  in  an 
expanded  plant. 

The  configuration  “with  a  fifth,  variable 
web  former  will  give  us  complete  fle.\ibilit>’ 
in  producing  our  daily  newspaper  and 
semicommercial  products,”  said  president 
and  publisher  Fritz  Jacobi. 

The  New  Mexican,  in  Santa  Fe,  bought  a 
70,000-copy-per-hour  singlewide,  two- 
around  Comet.  Consisting  of  four  towers, 
five  Megtec  autoweb  reelstands,  and  quar- 
terfolder,  it  is  suited  to  semicommercial 
work,  with  21V2-inch  cut-off  and  web 
widths  from  25  to  39V2  inches.  The  25,428- 
circulation  paper’s  new  55,000-square-foot 
production  plant  will  include  a  larger  mail- 


iWrriMi'i  •  '  ■  ■Miliii 


room.  General  Manager  Ty  Ransdell  cited 
the  number  of  installed  KBA  tw  o-around, 
singlewides  as  a  factor  in  press  choice. 

A  far  more  compact  press  running  wider 
webs  and  a  longer  cutoff  will  go  to  the 
Netherlands’  Rodi  Rotatiedruk.  It  had 
followed  the  progress  of  the  Cortina  from 
its  unveiling  at  Drupa  2000  through 
factory  tests  on  a  singlewide  protot>pe  to 
full  production  on  Reiff  Zeitungsdruck’s 
two-across  model  in  Offenburg,  Germany. 
As  an  alternative  to  extending  its  existing 
equipment  in  order  to  boost  color  and 
qualiU’,  it  looked  to  the  shaftless,  waterless, 
keyless  press  for  semicommercial  capabilit)’ 
with  fast  makeready  and  a  smaller  crew'. 

The  Cortina  now  meets  those  needs, 
according  to  KBA,  by  maintaining  the 
temperature  critical  for  proper  inking, 
offering  fast  automatic  plate  changing 
(which  is  to  go  onto  the  Offenburg  press 
next  year),  and  incorporating  automatic 
roller  locks,  self-adjusting  blanket  clamps, 
and  oil-ffee  printing  units  with  dedicated 
drives.  KBA  spokesman  Bemd  Heusinger 
said  waterless  plates’  service  life  stands  at 
approximately  120,000  impressions,  and 
“we  are  now  targeting  150,000  and  more." 

Slated  for  deliveiy  next  summer,  the  two- 
acro.ss  Cortina  will  have  a  22  V+-inch  cut-off, 
66-inch  maximum  web  width,  and  hourly 
output  of 35,000  48-page 
broad-sheets  or 


Rodi  Rotatiedruk’s  Cortina: 
waterless  press  for  a  priceless  publisher 

96-page  ftill-ailor  tabloids.  Its  three  four- 
high  mini-towers  will  be  configured  on  one 
level  with  reelstands  and  turner  bars,  super¬ 
structure  with  two  formers,  KF3  jaw  folder, 
two-direction  perforator,  and  cut-oft’ regis¬ 
ter  controls.  Other  features  will  include 
semi-automatic  plate  changing,  automatic 
ink  pumping,  and  blanket  washing.  Copies 
can  be  stitched  or  quarterfolded.  Tw’o  am- 
trol  consoles  will  be  linked  to  a  service  PC 
for  online  maintenance. 

R(xli  Media  grew  from  a  single  free  paper 
in  the  1970s,  acquiring  titles  and  creating  a 
prepress  department,  a  sales  and  distribu¬ 
tion  operation,  and  R(xli  Rotatiedruk, 
w  hich  in  1997  added  to  its  extended  King 
Press  line  a  singlewide  it  bought  ftum  the 
Orlando  Sentinel.  It  prints  almost  610,000 
copies  of  Rodi  Media’s  various  free  weeklies 
and  an  equal  volume  of  contract  work.  11 
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SYNDICATES 

He’s  the  ‘Best  Man’  for  various  roles 


Syndicate  exec  is  also  a  comic 
writer  and  movie  multitasker 


BY  DAVE  ASTOR 

SYNDICATE  EXECUTIVE.  COMIC 

writer.  Actor.  Movie  Director. 
Movie  Producer.  Screenplay 
Writer.  Is  this  a  story  about  six 
people?  No,  it’s  a  stoiy'  about 
one  man  —  John  Newcombe. 

The  director  of  development  at 
Creators  Sviidicate  recently  began  writing 
the  “Zack  Hill" 


and  the  fictional  comic  doesn’t  even  seem 
that  good.  Adam  is  shown  calling  newspa¬ 
pers  as  he  vainly  tries  to  sell  the  strip. 
Rejection  “is  daily  fare  for  the  average 
syndicate  rep,”  said  Newcombe,  who,  as 
Adam,  vents  his  frustration  by  putting  a 
noose  around  the  neck  of  a  plush-toy 
version  of  the  comic’s  cow  character. 

There’s  also  a  scene  in  which  the  sales¬ 
people  walk  barefoot  over  hot  coals  as  a 
confidence-building  exercise.  Creators 
Syndicate,  Newcombe  is  happy  to  report, 
“does  not  make  us  walk  over  hot  coals!” 

Beat  Man  in  Grass  Creek,  shot  on  a  shoe- 


Xoo?\cK€t)Yo4?FATrteR 
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comic  drawn  by 
John  Deering. 

Meanwhile,  Beat 
Man  in  Graaa 
Creek  —  the 
aw'ard-winning 
film  Newcombe 
directed, 
co-starred  in, 
co-wrote,  and 
co-produced  —  is 
out  on  video  and 
DVD.  Tving 
together  tinsel  and 
’toon  towns  is  the 
fact  that 

Newcombe  plays  a 
syndicate  salespier- 
son  in  the  movie. 

Adam  is  the 
character’s  name,  and  he’s  at  risk  of  losing 
his  Midwest  sales  tenitorv’  after  selling  the 
“Kreature  Komcr"  comic  to  no  newspapers. 
Then,  an  Indianapolvi  Star  editor  Adam 
barely  knows  offers  to  buy  the  strip  (for 
$500  a  week!)  if  Adam  will  be  best  man  at 
his  wedding  in  the  tiny  Indiana  town  of 
Grass  Creek.  But  Adam  has  a  major  phobia 
about  nuptials  after  getting  stood  up  at  the 
altar  three  years  before. 

The  romantic-comedy  film  is  set  mostly 
in  Grass  Creek,  but  there  are  work-related 
scenes,  too.  For  instance,  there’s  a  very 
rah-rah  motivational  session  for  the  svndi- 
cate’s  salespeople.  “It’s  a  little  bit  over  the 
top,  but  not  much,”  said  Newcombe,  when 
asked  to  compare  the  scene  to  real  life.  At 
one  point,  the  syndicate  head  shouts:  “I 
want  to  see  it  [‘Kreature  Komer’]  in  no  less 
than  200  newspapers  by  Christmas!” 

That’s  a  tough  order  in  today’s  economy, 

www.editorandpublisher.com 


Scenes  from  the  “Zack  Hill"  comic  and 
Best  Man  in  Grass  Creek  movie.  John 
Newcombe  is  pictured  on  the  left. 

string  budget  of  just  under  $1  million, 
was  released  in  Indiana  and  Illinois 
theaters  in  2001.  It  has  also  been 
distributed  throughout  the  world. 
Newcombe  is  hoping  future  deals 
bring  the  movie  to  American  TV. 

It  won  awards  at  venues  such  as  the 
Heartland  Film  F'estival  and  Santa  Clarita 
(Calif.)  International  Film  Festival,  and 
received  positive  reviews  from  Jeffrey 
Lyons  and  Michael  Medved,  among  many 
others.  Best  Man  in  Graaa  Creek  co-stars 


Grace  Phillips  (Quiz  Show),  Megan 
Mullally  (IFi7/  and  Grave),  Oksana 
Fedunyszyn  {The  Fugitive),  and  John  Hines 
{The  Too  of  Steve)  as  the  Indianapolis  Star 
editor.  Hines  co-wrote  the  film  —  which 
includes  Grass  Creek  residents  in  smaller 
roles  —  with  Newcombe. 

Newcombe,  43,  has  since  written  the 
script  for  a  coming-of-age  comedy  set  in 
Chicago.  He  grew  up  there,  attended  the 
Goodman  School  of  Drama,  earned  a 
theater  degree  from  DePaul  University’,  and 
acted  in  plays  in  Chicago  and  Los  Angeles. 
His  brother,  Rick  Newcombe,  is  founder 
and  president  of 
the  LA-based 
Creators,  which 
launched  “Zack 
Hill”  this  March. 
Soon  after,  John 
Newcombe  began 
formally  working 
with  Deering  — 
whose  “Strange 
Brew”  comic 
panel  and 
Arkansas  Democrat-Gazette  editorial 
cartoons  are  also  syndicated  by  Creators. 

How  does  penning  a  comic  compare  to 
screenwTiting?  “In  some  w’av’S  it’s  harder. 

It’s  a  conveyor  belt  moving  all  the  time,” 
replied  Newcombe,  referring  to  the  need 
for  365  ideas  a  year.  But  he  enjoys  it. 

Newcombe  was  at  Creators  from  1988 
to  1995,  and  then  returned  in  2000  after 
finishing  most  of  the  work  on  Best  Man 
in  Grass  Creek.  11 

For  a  longer  version  of  this  story  and 
other  content,  see  'Syndicate  World"  at 
http://www.editoraruipubliaher.com. 
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Arnold  agonistes 


Should  the  L  A.  Times  be  penalized  for  roughing  the  masher? 


The  debate  over  whether  the  Los  Angeles  Times 
should  have  run  a  series  of  stories  about  alleged  sexual 
harassment  by  Arnold  Schwarzenegger  just  days 
before  the  election  will  not  go  away  quietly,  nor  should 
it.  “The  fact  that  it  happened  sets  a  precedent,”  Larry 
Sabato,  director  of  the  Center  for  Politics  at  the  University  of 
Virginia,  told  E^P  last  week.  “Hitting  people  with  allegations...  that 
affect  voters  should  be  done  only  in  extreme  cases.”  With  rare 
exceptions,  newspaper  have  clung  to  a  tradition  of  not  running  a 
last-minute  bombshell  that  gives  the  target  little  time  to  respond. 


Almost  as  important  as  the  Times’ deci¬ 
sion  to  air  the  charges  was  the  reaction  they 
provoked  (including  more  than  one  thou¬ 
sand  cancelled  subscriptions),  and  how  the 
newspaper  dealt  with  it. 

Many  pro- Arnold  readers  quickly  con¬ 
demned  the  reporting  after  the  first  story 
appeared  on  Oct.  2,  five  days  be¬ 
fore  Election  Day,  claiming  six 
woman  had  accused  the  action 
star  of  groping  or  other  inap¬ 
propriate  behavior.  Aside  from 
the  timing,  critics  noted  the 
story  identified  only  two  of  the 
accusers. 

On  its  face,  the  newspaper’s 
actions  could  be  seen  as  ques¬ 
tionable  at  best,  biased  at  worst. 

Reporting  a  story  based  mostly 
on  unnamed  sources,  days  before  an 
election,  regarding  the  sensitive  issue  of 
sexual  harassment,  is  obviously  going  to 
spark  criticism.  My  initial  reaction  was  to 
condemn  the  Times,  but  now  I  see  it  in  a 
somewhat  different  light. 

First  of  all,  Schwarzenegger,  while  deny¬ 
ing  any  specific  allegations,  admitted  he 
had  “behaved  badly”  in  the  past  with 
women  and  even  apologized.  Second,  at 
least  10  more  women  came  forward  to  offer 
similar  stories  of  bad  behavior,  with  the 


majority  letting  the  Times  use  their  names, 
suggesting  that,  as  even  Arnold  admitted, 
“where  there’s  smoke  there’s  fire.” 

Finally,  Schwarzenegger  won  the  elec¬ 
tion  an>way,  proving  that  either  voters 
didn’t  believe  tbe  stories  or  didn’t  feel  the 
allegations  were  serious  enough  (many 

found  him  guiltv’  only  of  “wom¬ 
anizing”)  to  keep  him  out  of  of¬ 
fice.  But  it  is  likely  that  most  of 
those  who  cast  ballots  were  glad 
to  know  about  the  allegations, 
believing  voters  make  their  best 
decisions  when  they  have  all  of 
the  facts. 

“Our  role  is  to  serve  citizens 
of  varying  views  by  examining 
the  behavior  and  the  policies  of 
political  leaders  and  publishing 
our  findings,”  Times  editor  John  Carroll 
wrote  in  an  extraordinary'  front-page  col¬ 
umn  defending  the  paper’s  actions.  “And 
when  we  publish,  we  do  it  in  a  timely  fash¬ 
ion.  Better,  I  say,  to  be  surprised  by  your 
newspaper  in  October  than  to  learn  in 
November  that  your  newspaper  has  be¬ 
trayed  you  by  withholding  the  truth.” 

Still,  I  remained  convinced  the  Times 
had  erred  as  I  sought  the  opinion  of  several 
editors  from  major  U.S.  papers.  Not  sur¬ 
prisingly,  nearly  all  of  them  biicked  Carroll 


and  his  paper.  But,  while  I  expected  them 
to  claim  that  using  unnamed  sources  was 
acceptable  and  newspapers  should  always 
lean  toward  reporting  information  rather 
than  withholding  it,  there  were  two  other 
arguments  that  convinced  me  to  give  the 
paper  the  benefit  of  the  doubt. 

First  of  all,  as  several  editors  pointed  out, 
this  was  the  Los  Angeles  Times,  not  the 
National  Enquirer.  It  has  a  reputation 
that,  for  the  most  part,  commands  respect. 
“John  Carroll  is  a  fine  editor  and  someone  I 
have  complete  confidence  in,”  said  Rick 
Rodriguez,  executive  editor  of  The  Sacra¬ 
mento  Bee.  Ben  Marrison,  editor  of  The 
Columbus  (OH)  Dispatch,  said  the  Time.s 
reputation  as  a  responsible  paper  led  him 
to  believe  editors  must  have  felt  assurc*d  the 
accusations  were  correct  before  reporting 
the  story.  “It  was  clear  that  there  was  a  pat¬ 
tern  to  his  behavior,”  Marrison  said  about 
Schwarzenegger.  “They  ran  it  as  soon  as 
they  felt  comfortable  with  it." 

That  leads  to  the  second  important  con¬ 
sideration:  As  anyone  who  has  used  anony¬ 
mous  sources  or  background  information 
for  an  investigative  report  knows,  you  don’t 
always  report  eveiything  you  know,  but  you 
use  it  all  in  determining  ichat  to  report. 

Several  editors  pointed  out  that  what 
went  on  behind  closed  newsroom  doors  at 
the  Times  is  known  only  to  tho.se  involved. 
So  if  one  acknowledges  the  Times  has  a 
reputation  for  solid  reporting,  one  must 
also  assume  these  stories  were  well-vetted. 
“You  have  to  know  what  kind  of  conversa¬ 
tions  took  place  in  the  newsroom  (before 
criticizing),”  said  Carole  Leigh  Hutton, 
executive  editor  of  the  Detroit  Free  Pre,s.s. 

Others  pointed  out  that  since  the  cam¬ 
paign  lasted  only  about  two  months,  the 
normal  length  of  time  for  an  investigation 
was  radically  compressed.  “The  timing  was 
dictated  by  the  story,”  observed  San  Anto¬ 
nio  Krpress-News  editor  Robert  Rivard, 
“and  they  had  to  go  with  it  as  soon  as  they 
could.”  Anders  Gyllenhaal,  editor  of  the 
Star  Tribune  in  Minneapolis,  agreed, 
noting  that  if  you  hold  off'“you  would,  in 
effect,  be  squelching  the  story." 

Whether  the  articles  should  have  been 
published  remains,  as  with  many  ethical 
issues,  a  subjective  point,  but  on  balance  it 
seems  the  Times  series  did  little  to  unfairly 
hurt  the  governor-elect’s  credibility  and  a 
lot  to  fully  inform  the  voters.  ® 
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HaiiK'.  We  want  our  solutions  to  lx‘  what  \’ou'\e 
Ixx'ii  wishinii  not  a  rc'hash  of  what  you 
aln'atk  ha\e. 

So  in  that  \ein,  we  have  to  think  outside  tlie  lx)x. 
W’e  have  to  l(K)k  iiliead  to  the  future  t»f  trvhnol- 
ogv,  whieh  ineiuis  we're  on  a  diflerent  plaving 
field  idtojfether. 

We  design  solutions  for  advertising,  circula¬ 
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A  lot  of  it  conies  fniin  iLstening  to  our  custonu'rs. 
Indnstrv  survex's  have  found  Harris  &  Basevievv 
custoniers  to  Ix'  the  happiest  on  earth  and  we 
aim  to  kex'p  them  that  way.  We've  got  softvvan> 
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but  luckily,  it's  big 
enough  for  the  rest  of 
the  country,  too. 

As  the  Chicago  Tribune's  signature 
advice  columnist,  Amy  Dickinson  has 
the  most  popular  kitchen  table  in 
town.  In  her  daily  column  “Ask  Amy: 
Advice  for  the  real  world,” 

Amy  provides  thoughtful  guidance 
to  readers  of  all  ages.  When  it’s 
personal,  Ask  Amy  is  the  only  place 
to  turn. 

Amy  blends  her  more  than  20  years 
of  solid  reporting  experience  with  the 
insight  gained  as  a  single  mother  and 
member  of  a  large  extended  family  to 
offer  honest  and  heartfelt  advice  to 
readers. 

A  former  TIME  magazine  columnist, 

Amy  has  contributed  to  "All  Things 
Considered"  on  National  Public  Radio, 
CBS'  "Sunday  Morning,"The  Washington 
Post,  Esquire  and  O  magazine,  among 
other  publications. 

Represented  outside  the  United  States  by: 

Tribune  Media  Services  International 
+  1-213-237-7987 
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